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1ABSTRACT
The purpose of this study was to investigate the role 
of gender in relation to salaries, professional differences 
and communication styles in the Omaha public relations 
field.
This research allows us to draw conclusions which are 
applicable in Omaha. This research may suggest findings 
consistent with the rest of the U.S. In addition, the 
research provides current data to compare with the last 
national study of this topic, completed in 1988.
Regarding the three research questions, findings 
suggested:
Professional Differences
Professional differences existed between male and 
female professionals within the Omaha public relations field 
regarding the separation of men into president/executive/CEO 
positions and women into more subordinate positions. 
Similarly, men earned higher salaries ($65,000 or more 
versus $25,000-$34,999 for women). In addition, men were 
more likely to own their own public relations businesses. 
Impact of the High Number of Female Professionals
Regarding the "feminization" of the public relations 
field, most practitioners felt no negative consequences were 
caused by the large number of female public relations
2professionals. However, issues such as encounters with 
sexual discrimination and the ability to manage the roles of 
professional, spouse and parent were areas of concern. 
Professionals were more likely to believe women were 
different in these categories *
Self-Perceptions of Communication Style
Professionals were very similar regarding how they 
perceived their own communication styles. Only two styles of 
communication were responded to differently by men and 
women. The first was a dramatic communication style, men 
were, more likely to perceive themselves as having this style 
of communication. The second style was an attentive 
communication style. Women were more likely to perceive 
themselves as having an attentive communication style.
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1CHAPTER ONE 
Introduction
In a workplace orignally created by men, it is 
important to understand how women integrate themselves into 
their professional environments. By studying the integration 
of women into the professional workplace, we can identify 
how women have successfully adapted both themselves and 
their professional environments. We can also identify 
challenges which still exist.
Consequently, it is especially interesting to notice 
different professional trends which occur when women become 
the predominant gender employed in a particular field. One 
such field which, on a national average, includes more 
professional women than men is public relations.
In this s.tudy the terms "professional" and 
"practitioner" will be used synonymously to describe people 
employed in the public relations field. Although individuals 
employed in public relations are not, required to be licensed 
or complete any specific educational degree, for the 
purposes of this research the terms professional and 
practitioner will be used. This thesis will summarize 
opinions of male and female public relations professionals 
in Omaha to understand whether the predominance of women 
affects the local public relations field, both positively 
and negatively. In addition, opinions will be gathered
2regarding whether both genders perceive a difference in 
communication styles between men and women andr if so, how 
this difference affects the success of their careers.
A national study by the International Association of 
Business Communicators (IABC) focused on these gender- 
related issues by describing public relations as a "Velvet 
Ghetto," meaning the field is "suitable for women," but 
offers limited opportunity for their advancement. In 
addition, "Velvet Ghetto" theorists propose that the influx
v
of women into the industry has caused negative consequences 
for all public relations professionals such as decreases in 
salary and prestige (Toth and Cline 1989, p.9).
By studying gender-based differences in the local 
public relations field, we can also compare local and 
national trends in this area of study and provide updated 
research on this topic to compare with the 1986 Velvet 
Ghetto study.
3CHAPTER TWO
Review of Literature
Research regarding the feminization of public relations
j
is important to review because career paths, salaries, 
professional roles and communication styles are constantly 
changing to form a different "picture" of the public 
relations field and professional roles within the industry.
To compare the research of this study, which provides 
current and local trends in the public relations industry, 
previous literature relating to these topics from a national 
level must be reviewed.
The literature focused on 1) public relations as a 
career; 2) public relations and professional roles and 3) 
communication styles.
This type of literature was important to consider 
because it will focus on similarities and differences 
between national and local trends regarding how gender 
affects professional trends in the public relations field. 
Public Relations as a Career
The growing trend of women entering the American 
workplace, which began dramatically increasing during the 
1980s, serves as an ideal' setting to observe how 
professional roles and gender issues can influence the 
ability to be promoted into managerial positions and earn
4higher salaries, specifically in occupations which have 
attracted large numbers of women.
Women were introduced to the American workplace during 
the postwar era. This period has been summarized as "by any 
measure--social, psychological, economic-- in which the 
single most important change in the American way of life has 
been the extraordinary influx of women into the labor
market" (Stewart 1982, p. 2).
Specifically, women began working in the public
relations field as early as the 1940s and 1950s and 
continued entering the field in the 1960s and 1970s because 
"at that time there was no real academic discipline, so 
women were "raiding" other career tracks, including 
journalism" (Lukovitz 1989, p. 16).
Women have continued to enter public relations in 
increasing numbers since the early 1980s. The clearest 
evidence is the documented number of young women majoring in 
public relations in undergraduate programs. The 1987 Autumn 
undergraduate enrollment in public relations studies in 
American colleges and universities was nearly 60 percent 
female, a pattern which continued through 1991 (Toth and 
Grunig 1991, p. 39). The student branch of the Public 
Relations Society of America (PRSA) has a majority of female 
members, public relations industry trends continue to
5identify an increasing number of professional women and many 
agency directors are noting the shortage of male employees 
(Croft 1994/95, p. 30). In addition, women have moved into 
owning their own agencies. A 1994 census of U.S. and 
Canadian public relations firm owners discovered at least 40 
women owned successful agencies. Of these, five women 
started firms before 1975, eight between 1975 and 1980. The 
40 women averaged 11.5 years of experience before starting 
their own agencies. These statistics may suggest a trend is 
developing toward integrating women in leadership positions 
in the public relations industry (Croft 1994/95, p. 30).
The trend of women focusing on public relations is also 
mirrored in the workplace. In 1989, the Department of Labor 
noted 51 percent of public relations employees were female. 
However, the census did not identify the number of women in 
executive, managerial or administrative professional 
positions, possibly minimizing the importance of the unequal 
distribution of female executives in public relations (Toth 
1988, p. 39 Toth and Cline 1991, p. 161).
Various reasons have been suggested for the sudden 
influx of women into the public relations field. For 
instance, a 1989 Business Week article focused on the 
growing trend of organizations filling public relations 
positions with female employees to meet affirmative action
6guidelines (Lukovitz 1989, p. 15). Other studies suggest 
women chose occupations which emphasize female traits, such 
as empathy and patience. These types of jobs are thought to 
rarely lead to positions of power (Toth and Cline 1991, p. 
33) .
Characteristics of the Public Relations Profession
The influx of women into public relations, as 
previously described, has given the field the title of a 
"Velvet Ghetto" because it is "suitable for women," but 
offers limited opportunity for their advancement(Toth and 
Cline 1989, p.9).
Crowding may occur in occupations like public relations 
because individuals prefer a certain profession as a 
utility-maximizing choice or because employers behave in a 
way which excludes certain individuals from an occupation 
(Solberg 1995).
Researchers suggest when an occupation becomes 
organizationally associated with women or minorities, it may 
devalue the field. This process has been phrased as "status 
composition process" (Tomaskovic-Devey 1993).
The Velvet: Ghetto Research
The gender issue in public relations was extensively 
studied in a three-part research report published in 1986 
concerning "The Velvet Ghetto." This report was based on
three premises: 1) women are more likely to perceive
themselves working in technical roles, rather than 
managerial ones; 2) women are paid significantly less than 
men, even when other variables are controlled and 3) when 
other professions have moved from male-dominated to female- 
dominated, they have decreased in salary and status.
Findings focused mainly on 1) salary bias; 2) management's 
opinions concerning the importance of the value of 
communication; 3) the "subtle" socialization of women into 
the network of the public relations workplace and 4) the 
creation of a two-tier system of status and hierarchy in 
public relations.
The study identified potential barriers for women 
entering public relations, including 1) bias (blatant and 
subtle), 2) women as "not part of the gang", 3) women's 
ineffective management skills due to motherhood and 4) 
emotionality (Toth and Cline 1989, p. -33).(Toth and Cline 
1986, p. 170).
Specifically the "Velvet Ghetto" research supports the 
assumption that women are paid significantly less than men 
by a cohort study of public relations practitioners which 
reported "women earn less than men in public relations, even 
when they are of equal education, professional experience, 
and tenure in their present position... and gender is the
greatest influence, making a substantial difference in 
salary” {Toth and Cline, 1989, p. 98).
In 1993, female public relations professionals earned 
$3.46 less per hour, or 71 percent, of male salaries. In 
addition, females who were self employed in the public 
relations field earned 53 percent of males' monthly 
earnings. The discrepancy is likely caused by the lower 
probability of females being self-employed in the public 
relations field (Tomaskovic-Devey 1993).
However the number of full-time and self-employed women 
in all professions is beginning to increase. The number of 
women working full time in several fields has also risen 
dramatically since the 1980s. Much of the increase was 
caused by the increasing number of college-educated women 
(Ryseavage 1994).
Macpherson found discrepancies between professionals 
were also found in compensation other than salaries. 
Differences between men and women in pension coverage proved 
to be substantial. In a variety of professions, fifty-five 
percent of male professionals were enrolled in a private 
pension plan in 1988, but only 45 percent of women were 
enrolled in pensions. These findings are important because 
pensions represent a large proportion of total employee 
compensation (Macpherson 1988).
9Supporting resear,ch also proposes both genders employed 
in public relations share the same level of motivation for 
their work, but suggests women have more constraints placed 
on their personal time (Chusmir and Durand 1988, p. 14).
In particular, findings suggest female public relations 
professionals are forced to make more personal decisions 
while establishing their careers. For example, child-bearing 
has a great influence on the status and salary level of a 
female employee. In addition, the "superwoman myth," 
suggests women can-"do it all." The myth says women can have 
a marriage, children, home, and a career, and also adds to 
the relationship between women and their personal and 
professional choices. The "superwoman myth" combats the fact 
that as women reach higher ranks in their careers, more 
personal sacrifices must be made, even more than their male 
public relations counterparts (Toth and Cline 1991, p.165). 
Salary Differences Be'tween Gender
With more women entering public relations, the issue of 
gender discrimination has gained great importance in 
research.
Nearly 25 years after the passage of the Equal Pay Act, 
Civil Rights Act and legislation requiring affirmative 
action plans, women in full-time positions still earn about 
35 percent less than men in the same positions. Research
10
suggest half of this gender gap is caused by differences in 
work preferences, productivity characteristics and labor 
force attachment (Fuller 1991).
\
A dramatic result of patriarchal research is the degree 
of gender earning3 inequality that varies widely acioaa 
organizational contexts. Researchers concluded in 1994 that 
women earned 64 percent of men's monthly earnings. This wage 
gap is linked to gender segregation, exclusion from high 
skill or authority jobs, organizational culture, promotion 
practices and variations in.the ways both genders value jobs 
(Anderson 1995).
In June of 1991, , PRSA established a "Task Force on 
Women in Public Relations" under the direction of Kathleen 
Lewton, APR, vice president of marketing and corporate 
communications at the University Hospitals of Cleveland, 
Ohio. Findings from the task force's questionnaire and focus 
groups showed a substantial degree of discrimination exists 
in public relations, especially regarding salaries. ,Both men 
and women with five years of experience or less received 
equal salaries, ranging from $22,500 at one year of 
experience to $31,000 at five years. With six years of 
experience, men earned median salaries of $40,000, while 
women made $3 5,000. The wage gap continued at ten to 19 
years of experience with men reporting median salaries of
11
$52,000 compared to women's median income of $43,000 
(Jacobson and Torterello 1991, p. 15). The discrepancy in 
salary continued thereafter, with men making $42,276 versus 
women's $37,457 in 1992 (Torterello and Wilhelm 1992, p. 11) 
and $44, 399 compared to $37, 509 in 1993 (Tor Lorello and 
Wilhelm 1993, p. 12).
Researchers suggest gender differences in the 
accumulation of human capital, in occupational selection and 
in turnover account for a substantial portion of the gender 
gap. In addition, it is suggested women who have limited 
professional goals obtain professional positions which 
require lower job skills (Barron 1992).
One important factor in determining male and female 
wages in public relations was their geographic location. The 
highest salaries earned were reported from the East Coast, 
the mean falling in the mid-$60,000 range and on the West 
Coast with a high-$50,000 mean. Average salaries in the 
central U.S. fell between $40,000 and $50,000. However, 
every section of the country indicated a wage gap between 
men and women employed in public relations (Wright and 
Springstein 1991, p. 22).
Factors Other than wages have also concerned women. A 
women's bureau report conducted in 1994 questioned women 
regarding what could be improved in their current
12
workplaces. The most common responses were to change health 
care plans and pay scales (Women's Bureau 1994, p.24).
Accreditation also played a role in causing a salary 
gap between gender in public relations. Practitioners who 
obtained accreditation, indicated higher levels of salary (an 
average of $20,000 more) and job satisfaction. Accordingly, 
41 percent of men were accredited compared to only 19 
percent of women. Likewise, focus group interviews also 
suggested men and women agreed experience is the main 
determinant of success in public relations. However, both 
groups also expressed that experience alone could not 
guarantee advancement to upper-level management positions 
(Toth and Grunig 1991, p. 25) .
However, countering the assertions of wage gaps, the 
study also found data indicating the differences in public 
relations salaries between men and women may be slowly 
narrowing. For instance, in 1990, women reported raises of 
seven percent compared to six percent increases for 
men(Tortorello and Wilhelm 1993, p.12).
While research may quantitatively propose a closing of 
the gender gap, these statistics may not be very 
representative of women's movement toward equality in the 
workplace because, as women have increasingly dominated the 
public relations workforce, overall salaries and levels of
13
prestige have dropped. Toth and Grunig write, "...earnings 
of a person, regardless of sex, will be lowered as the ratio 
of women in his or her occupation increases. Historically, 
this has been the case with such workers as teachers, 
secretaries, and bank tellers" (Toth and Grunig, 1991, p. 
40) .
Public Relations Professional Roles
Gender and Roles Scott Cutlip, an innovator in the public 
relations field, began strategically researching and 
developing strategies in public relations nearly 48 years 
ago when he defined public relations as essentially a 
management function, a two-way process of communication, a 
symmetrical way of promoting social responsibility and an 
ethical profession focusing on public communication (Cutlip 
and Broom 1985) .
Cutlip also differentiated between the roles of public 
relations managers, typically men and employed more often in 
planning, versus communication technicians, typically women 
who were utilized more for publicity and constructing facts, 
ideas, and news about people and organizations(Grunig 1991, 
p. 364)(Wright and Springstein 1991, p.22).
As changes in the social and legal environment brought 
the entrance of women in management, researchers questioned 
whether women's careers would become like those of men or
14
whether their careers would develop differently. Attempts 
have been made to formulate theories about career 
development in relation to both men and women, but the best 
summary may state that women's careers are more complex, 
with similarities and differences (Schneer 1995).
Specifically, six practitioner roles have been defined 
within the public relations industry: 1) communication 
technician; 2) expert prescriber; 3) communication 
facilitator; 4) problem-solving process facilitator; 5) 
media relations specialist; and 6) communications liaison 
(Broom and Dozier 1986). Researchers suggest women usually 
occupy technical positions, while men work in more 
managerial roles and make most of the decisions and are 
"more involved in an organization's 'dominant coalition'" 
(Creedon,1991, p. 67). Substantial research has focused on 
the managerial and technical roles men and women play. 
Findings suggest female practitioners often work as 
technicians, focusing on specialized skills such as writing, 
editing, and media relations, rather than managerial roles 
which act as prescriber, communication facilitator, and a 
problem-solving process manager (Toth and Grunig, 1991, p. 
42) .
Differences between men and women in professions may 
also be a result of the setting in which they work. Studying
15
the infrasystem of an organization allows researchers to 
make assumptions about gender, race, class and sexuality. 
This allows a basis for studying organizational behavior 
(Creedon 1993).
In a 198 6 3tudy on undergraduate communication majors, 
data, again, suggested women were more interested in 
technical skills than any other aspect of public relations. 
The study noted "these women, apparently, are aggressive, 
but they are not as career-minded as men...they may, in 
fact, be seeking a career which combines a reasonable status 
with time flexibility and the chance for creativity" (Cline 
et al. 1986, pp. 6-8).
To support the idea that women prefer flexibility 
rather than competitive salaries and advancement, a 1995 
study of gender inequality in the American workplace 
proposes differences exist in the effects of family roles on 
earnings for young men and women. Men tended to benefit 
economically from the accumulation of family roles, although 
parenthood was only beneficial for those who were married. 
However, women's earnings were reduced with the accumulation 
of family roles. These results were only partially caused by 
differences in work experience and job characteristics 
(Witkowski and Leicht 1995, p. 67).
16
Researchers studying the connection between marriage 
and professional mobility often suggest that married women 
have frequently limited their career mobility in favor of 
their husband's career (Hagedorn 1995, p. 8).
However, a 1986 qualitative study of public relations 
professionals’ opinions regarding gender and the influx of 
women into p.r. concluded 1) the profession was identified 
as having two-tiers that separate women into technical jobs 
and men into managerial positions, 2) women did not actually 
prefer technical skills over managerial tasks and 3) both 
men and women had nearly equal degrees of managerial 
commitment, managerial motivation, and the ability to "get 
things done" (Toth and Cline 1986, p. 170).
The implications of the division of men into managerial 
titles and women in technical roles are very serious. For 
example, communication technicians earn significantly less 
than managers and are offered little room for advancement. 
Consequently, research suggests this separation of women 
into technical positions combines with gender-based salary 
discrimination to lower women's salaries in public relations 
(Toth and Grunig, 1991, p. 43).
Hierarchical Order of Organizations Organizations which 
typically employ men in management positions of power have 
been phrased as "patriarchal" or "hierarchical." The
17
relationship between masculinity and "organizational power" 
is quite obvious (Acker 1990,p. 140).
Organizational gender research often attempts to 
correlate gender differences in organizations with "norms," 
which arc based on structure rather than individual 
qualities of women and men. Researchers suggest difficulties 
that women may have in these organizations are due to their 
placement structurally in the hierarchy of the organization. 
The hierarchical position of most women is often at the 
bottom of this structural order.
Some researchers suggest men and women have different 
ideas of measuring their career status. A 1988 study 
suggests women usually look at an organization from the 
highest positions down, identifying how much they must 
accomplish to reach management positions. However, men 
likely do the opposite and look from the lowest positions 
up, possibly saying, "Look how far I've come" (Lukovitz 
1988, p. 18).
Practitioners also agree a woman's perception can 
change the negative label of the "Velvet Ghetto." Lynn 
Phares, APR, vice president of communications at ConAgra, 
Inc. stated, "The problems aren't imaginary, but things are 
definitely changing. If I could suggest one thing that might 
accelerate the change, it would be for women to look less
18
for discrimination and more for opportunities" (Lukovitz 
1988, p. 18). Gender enters the overall picture by "carrying 
characteristic images of the kinds of people that should 
occupy them" (Acker 1990, p. 154). For instance, the 
general concepts of jobs and professional positions are 
often formed from the previous historic exclusion of women. 
This underlying assumption of thinking is not a mistake, but 
rather a part of the organizational process. However, 
complete transformations of industries regarding their 
balance between structural and gender issues would be an 
impossible practice because it would cause the end of 
organizations as they exist today. Consequently, women 
entering the public relations field face a problem of 
"integration" rather than a process of restructuring the 
organization itself" (Acker 1990, p. 154).
Women have been making progress toward integration by
gaining status in the public relations industry in recent 
years. Specifically, women in professional organizations 
have made leaps into higher status roles. For instance, four
women served as board members and three women held
presidential terms for PRSA in the late 1980s. Former PRSA 
President John Paluszek, APR, president of Ketchum Public 
Affairs, said, "I think it may be that we’ve gone beyond the 
point of feeling a need to address women’s status in an
19
industry-wide, organized manner, but I might be proven 
wrong. As for women’s roles in professional organizations, 
they have increasing visibility and will soon inherit the 
land" (Toth 1989, p. 16).
The Influence of Gender on Professional Roles
A California Business poll published attitudes of 500 
California business people toward managerial issues. The 
sample included "successful" women who found career 
opportunities in public relations. These women took a much 
different approach to management than men, identifying 
themselves as being delegators, having more flexibility with 
staff members and trusting their own instincts more often 
(Toth and Cline 1991, p. 165) .
Toth and Grunig (1991) also write: "men are groomed for
the manager role and are comfortably absorbed by other males 
at senior management positions. Women, on the other hand, 
must ’earn’ access to decision-making by contributing 
special expertise on 'what's going on out there'" (Toth and 
Grunig, 1991, p. 42).
Typically, competent and effective management has been 
linked almost exclusively to men, even when women make up at 
least one-third of all management and administrative 
positions in the American workforce. Research suggests 
"traits associated with the male sex-role stereotype are 
perceived as crucial for success in managerial positions"
20
(Geddes 1991, p. 590). The same study suggests men are 
viewed as more successful in leadership positions and both 
men and women prefer male leaders. This type of combined 
research suggests our society believes effective management 
requires male leaders (Geddes 1991, p. 590).
Communication Styles
Public relations professionals place great emphasis on 
the planning of external communication. However, the 
importance of internal communication sometimes receives less 
attention. Particularly, the study of interpersonal 
communication is often a low priority for public relations 
practitioners and educators who are mainly, concerned with 
"mass communication" (Cupach and Spitzberg 1994).
Cutlip, Center and Broom (1985) write, "no 
organizational relationships are as important as those with 
employees..." (Cutlip, Center and Broom 1985). In addition, 
John Paluszek, former PRSA president writes, "It's becoming 
clearer to top management that every constituency that has 
contact with a corporation can affect its bottom line" 
(Paluszek 1994, p. 30).
In a time of rapid change in business, communication 
executives must be willing to understand their staff's 
interpersonal relationships to successfully plan and 
implement cohesive communication strategies. For instance, 
public relations professionals will be demanded in specific
21
industries such as investor relations, government relations 
and health care, which require knowledge of very specific 
information that must be provided to all staff in the chain 
of command (Connor 1994, p.87).
D'Aprix (1984) notes, "one of the great ironies in the 
practice of public relations is our tendency to shortchange 
the employee audience in our organizations" (D'Aprix 1984). 
As the American workforce becomes increasingly diverse (by 
the year 2000, one third of all employees will be women, 
minorities and immigrants), companies and organizations must 
recognize they will face the challenge of understanding 
employees' interpersonal relationships (Haseley 1994, p.
36) .
Specifically focusing on behavioral differences between 
men and women at the workplace helps to understand the 
professional roles men and women play. For instance, men 
usually interrupt more, talk for longer periods and focus 
more on the outcome than the process. In general, women 
speak more politely, talk about a wider range of topics and 
make better eye contact when speaking(Laabs 1994, p. 83/84).
Behavioral studies eventually evolved to focus on 
differences between men's and women's styles of 
communication or the way people interact verbally and 
nonverbally to suggest how literal meaning should be 
interpreted (Montgomery and Norton 1981, p. 22). Mainly,
22
these studies focused on male and female differences because 
gender was labeled as "one of the primary indexing factors 
utilized in interpersonal communication." (Montgomery and 
Norton 1981, p. 121).
Communication style, or the way one communicates, is a 
reflectant upon a person's general behavior. Consequently, a 
person's communication style can greatly impact the degree 
to which they are perceived as "attractive" and, often, 
competent for a job. By definition, communication style has 
been labeled as "the way one verbally and paraverbally 
interacts to signal how literal meaning should be taken, 
interpreted, filtered, or understood. Nine independent 
variables describe a person's communication style: 1) 
dominant, 2) open, 3) dramatic, 4) relaxed, 5) contentious,
6) animated, 7) friendly, 8) attentive, and 9) impression- 
leaving (Norton and Pettegrew 1977, p. 257/260).
The influence of communication style on attraction is 
relevant to this particular study because if the way one 
communicates influences their ability to attract others, 
then several other social situations are likely to be 
impacted by their patterns of communication also, including 
the workplace. For example, Leginski and Izzett (1973) 
propose the way one communicates is more influential than
23
what they are saying regarding social effectiveness and 
success of transaction (Norton and Pettegrew 1977, p. 259).
The concept of "openness" in communication style has 
been extensively focused upon in many research studies.  ^
Openness equates with "trustworthiness" and "credibility" 
and concentrates on information regarding the self, as the 
communicator knows themselves. The type of communication 
style a person uses is especially important because it 
influences how the receiver defines the communicator (Norton 
1982, p. 33).
Norton (1982) suggests three elements of openness exist:
1) style; 2) content, and 3) the target aspects in the self­
disclosure process. According to Norton (1982), open 
communication styles only exist when these three elements 
are present (Norton 1982, p. 41). These components are then 
studied to identify units of analysis, the structure of the 
relationship between units, whether units behave as expected 
within certain parameters, and which units best predict 
certain dependent variables (Norton 1982, p. 33).
The Communication Style Measurement (CSM) is based on 
studies by Watzlawick et al. (1970), which propose every 
communication act has two properties: content or "literal 
meaning" and style, which suggests how literal meaning 
should be interpreted(Norton 1982, p. 34). For instance, if
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someone says, "I love you" in an angry, harsh tone, you 
would not interpret that message as literal. But, if it was 
said in a warm, caring manner, the literal meaning could be 
taken (Norton 1982, p. 35).
Communication styles are important to consider because 
they impact how professionals interact. The manner in which 
professionals communicate relates closely to how 
successfully they perform their professional roles.
Gender and Leadership Roles
Gender may also influence how men and women are 
perceived in leadership roles. Various gender theorists have 
stated, "a higher social status exists from being male and 
argue several sex differences are thinly disguised status 
differences." These theories suggest men's higher social 
status causes behavioral differences because people expect 
more "authoritative" and "competent" behavior from 
individuals of a higher status. Similarly, "social role" 
theories expand this belief to include a larger group of 
expected qualities than just those linked to status. For 
instance, the perception of a woman as "warm, friendly, 
nurturant, and emotionally supportive" is not caused by 
merely status differences. Instead, social role theories 
state "women and men are differently distributed into family 
and occupational roles in society" (Eagley 1995, p. 148).
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Similarly, studies have suggested differences in 
communiation styles impact behaviors between men and women 
in the workplace. Generally, people are likely to avoid 
contact with those with whom they do not feel comfortable.
In particular, minority and women administrators complain 
they often are not invited to informal gathering where 
colleagues frequently make preliminary decisions on business 
issues (Burgos-Sasscer 1994).
One study which focuses on leadership roles in small 
group communication was done by Carol Babinec of Indiana 
University. Two functions were identified in small group 
communication: 1) task leadership and 2) social-emotional
leadership. Personality traits, as well as situational and 
perceptual differences like values or goals, all combined to 
determine leadership roles (Babinec 1978, p. 199).
Results indicated female coordinators participated in 
less supportive behavior and males had a significantly 
higher level of this behavior type. Consequently, Babinec 
assumed "females' earlier socialization processes did not 
handle the holding of leadership positions as adequately as 
the males' socialization" (Babinec 1978, p. 204). In this 
study, females were likely to feel more insecure in a 
coordinating position and, consequently, were less 
expressive and were less likely to share turns, or help
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other coordinators. Male participants gave more feedback and 
added other activities to make the group more cohesive 
(Babinec 1978, p.201).
In 1982, a maximalist theorist, Carol Gilligan, 
proposed differences in moral reasoning exist between gender 
(Gilligan 1982, p.64). Gilligan's theories are based on 
American cultural assumptions. Gilligan suggested men are 
more likely to use justice to support their arguments; 
whereas, women use more of a "care perspective." For 
instance, Gilligan found that men touch women more than the 
reverse and suggested this type of behavior supported a 
status difference between men and women. Similarly, she 
found women smile more in a typical conversation than men, 
supporting their "warm, nurturing" nature (Gilligan 1982, p. 
9) .
However, studies suggest when women adopt 
stereotypical male behavior to become better leaders they 
are actually viewed negatively, showing perception does not 
necessarily correspond positively with ideal behavior for 
both sexes (Geddes 1991, p. 590) .
These theories attempt to show a general pattern of 
differences across the numerous studies and social 
situations which support them (Eagley 1995, p. 148).
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Statement of Purpose
The literature reviewed suggests a general relationship 
exists between a discrepancy in salary levels and 
professional roles for men and women employed in the public 
relations field across the U.S. However, no such study has 
been conducted to specifically focus on the existence or 
nonexistence of these relationships in the ’Omaha public 
relations field. Consequently, it is important to give a 
case-study approach to analyze the changing roles of male 
and female professionals in public relations. It is 
important to provide a local comparison to national 
findings. In addition, updated research is needed to compare 
with previous research conducted by Toth and Cline in 1988 
regarding gender issues and communication styles. Finally, 
this study will investigate the roles of communication style 
and gender on public relations professionals.
The objective of this study is to utilize the general 
theme of the Velvet Ghetto report completed nationally by 
the IABC Foundation in. San Francisco, California. This 
research includes findings which are applicable to Omaha, 
Nebraska and potentially useful for the rest of the U.S. In 
addition, the research will provide updated data to compare 
with the 1989 Velvet Ghetto study findings.
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More specifically, the research will localize specific 
Velvet Ghetto issues to identify the existence of any 
professional conflicts for women entering the Omaha public 
relations industry. Findings will suggest whether the local 
public relations profession is losing status, prestige and 
power. This study investigates the following research 
questions:
1) Do professional differences exist between genders 
employed in the Omaha public relations field regarding 
professional roles and salary?
2) Do the perceived increasing numbers of local female 
public relations practitioners affect salary levels, 
prestige and power for all Omaha public relations 
professionals?
3) Do the perceived communication styles of men and women 
impact their professional advancements in the Omaha public 
relations field?
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CHAPTER THREE 
Methodology
Like the Velvet Ghetto study, this thesis focuses on 
gender issues related to practitioners working in the Omaha 
public relations field. By focusing on only local members 
of professional communications organizations, an analysis of 
salary and promotional levels within the Omaha public 
relations industry can be examined.
Particularly, research addresses whether gaps in equal 
pay and advancement between male and female public relations 
practitioners in Omaha exist, as well as differences in 
professional roles. Practitioners' opinions also illustrate 
whether they believe differences in male and female 
communication styles will play a role in developing any 
professional differences.
Subjects
Omaha public relations practitioners surveyed were, 
chosen from membership rosters of local chapters of the 
Public Relations Society of America, the International 
Association of Business Communicators and the Omaha 
Federation of Advertising. The 1994/1995 membership rosters 
were supplied by each respective group.
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All levels of practitioners, whether technical or 
managerial, who work in Omaha public, relations firms and 
advertising agencies were included in the list to mirror any 
salary/advancement gaps which exist at any given year of a 
practitioner's career, regardless of occupation/title.
Method
The method of investigation was mailed surveys, which 
were distributed to the list of local public relations 
professionals.
The mailed survey was accompanied by a letter of 
explanation and a self-addressed, stamped envelope. Two 
follow-up letters were sent in one-week intervals from the 
original survey, along with additional copies of the survey.
The survey (Appendix 1) asked for demographic 
information including age, gender, current career title, 
years worked in public relations/advertising, number of 
promotions received, the size of the public 
relations/advertising agency the practitioner is employed 
by, perceptions of communication styles and yearly salary 
and promotional history. In addition, the practitioners were 
asked their opinion on role issues including whether they 
perceive themselves as more of a technician or a manager, 
whether they believe differences exist between professional 
roles of male and female employees in their agency, whether 
they believe any differences in professional roles generate
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gaps in salary and career advancement between men and women 
in their agency, and if they feel the influx of women in 
public relations causes a drop in salary levels for the 
majority of local public relations practitioners 
(Appendix 1).
Procedures
Permission was received from the Institutional Review
Board (IRB) For The Protection of Human Subjects at the
*
University of Nebraska Medical Center before surveys were 
distributed .(Appendix 3). In addition, permission was 
received from Dr. Elizabeth Toth, Newhouse School of 
Communication at Syracuse University, before duplicating any 
survey items from her 1986/1989 national research on this 
subject (Appendix 2).
Complete confidentiality was maintained by coding each 
survey in a manner which would not reveal the identity of 
the professional completing the questions. Questionnaires 
were numerically coded for mailing purposes only and to 
allow names to be checked from a list upon each survey's 
return.
First, survey responses were entered into a Statistical 
Package for Social Scienes (SPSSX) file to determine 
frequency distributions.
Second, each numerical question was coded with a phrase 
or words to identify the question (i.e. the first question
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was shown as Q1PRJ0B to identify this question was related 
to public relations jobs.
Third, variable labels were assigned to each question. 
This allowed questions to have a phrase which accurately 
described the question and would appear on SSPX tables, for 
instance the first question previously mentioned was 
assigned the variable label "ideal public relations job." 
This allowed the reader to understand exactly what the 
question, or category of the question, was inquiring about.
Fourth, crosstabs tables of each survey question 
against gender were run (each survey question was compared 
against male and female). For instance Q1PRJ0B by Q17SEX 
idenfied what men and women believed to be their ideal 
public relations jobs. These distributions were observed 
regarding differences in professional roles, salaries and 
communication styles between male and female Omaha public 
relations practitioners.
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CHAPTER FOUR 
Results
This chapter describes results found from survey 
research conducted on male and female public relations 
professionals in Omaha. Results are grouped in topics of 
similar nature, not necessarily in the order in which they 
appear in the survey. Results are organized around the three 
research questions and particularly interesting tables of 
information are included in this chapter. The remainder of 
the tables are located in Appendix 4. Frequency and 
percentages were reported for each survey question. 
Intentions of Research
This research indicates differences and similarities 
between men and women on several professional issues they 
have encountered while establishing their public relations 
careers in Omaha.
Professional issues measured between men and women 
include:
• career goals and attainment of them;
• salary differences and similarities;
• employment in technical and managerial positions;
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• effects of age, gender, education, marital status, 
parenthood, physical appearance and geographic 
location on career achievement; and
• differences and similarities in communication' 
styles.
Research questions included three different aspects of
the impact of gender on the Omaha public relations field:
1) Do professional differences exist between genders
employed in the Omaha public relations field (i.e.
*
professional roles and salary?) 2)Do the increasing numbers 
of female public relations professionals in Omaha affect 
salary levels, prestige and power for all Omaha public 
relations professionals? and 3) Do the communication styles 
of men and women impact their professional advancements in 
the Omaha public relations field?
The survey was designed to update and localize the 
results of the 1989 "Velvet Ghetto" study conducted 
nationwide by Elizabeth Toth and Caroline Cline for the 
International Association of Business Communicators (Toth, 
Elizabeth L. and Carolyn G. Cline, 1989.)
The "Velvet Ghetto" study illustrated differences 
between female and male public relations professionals 
across America in 1989 regarding several different 
professional issues like those previously described.
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This survey used the "Velvet Ghetto" research as a 
springboard study to show changes in these professionals 
issues from 1989 and provide local results from the Omaha 
area, providing a comparison to-national findings.
Subjects
The survey was mailed to 417 public relations 
professionals in the Omaha metropolitan area. Of these 417 
professionals, 177 were men and 240 were women. Of all male 
public relations professionals surveyed, 49.15%
(N=87)responded to the study. Of all female public relations 
professionals surveyed, 49.2% (N=118) responded.
Subjects were selected due to their memberships in 
either the local PRSA, IABC or AMA chapters, as well as the 
Omaha Federation of Advertising. Respondents indicated 
similarities and differences regarding several professional 
issues in the local public relations field.
Subjects responded to several different topics 
concerning their experiences in their public relations 
careers. Survey questions ranged from types of professional 
goals to the impact of different physical characteristics 
(including gender) on career advancement. The following 
results summarize subjects' opinions on these professional 
issues.
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Analysis of Data
The following tables of information provide a basis to 
draw conclusions regarding professional issues in the Omaha 
public relations field (See Appendix 4).
As previously discussed, these issues range from 
differences and similarities between gender in professional 
roles and communication styles to the impact of the female 
predominance on the entire public relations field. 
Information is organized by the three research questions on 
which this study focused.
Research Question 1:
Do professional differences exist between genders employed 
in the Omaha public relations field (i.e. professional roles 
and salary?)
In general, the most common professional, differences 
which existed between men and women include: 1) ideal public 
relations jobs (men chose executive positions more 
often)(Appendix 4 Table 1); 2) employment in executive 
positions (again, men were executives more often)
(Appendix 4 Table 2) and 3) to whom they directly report for 
their jobs (men reported to themselves most often, women 
reported to presidents most often)(Appendix 4 Table 7).
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Male and female professionals who responded to the 
survey were different regarding several demographic 
categories which may/ relate to professional differences.
Age
The first was the average age of the professionals. The 
majority of women were slightly younger than the majority of 
men. Women were most often 30 years or younger and men were 
most often between the ages of 35 and 40 years 
(Appendix 4 Table 10). This age difference is similar to the 
national average reported in the Velvet Ghetto Study in 
1988. The Velvet Ghetto study indicated females were between 
30 and 34 years and men were between 40 and 45 years old 
(Toth and Cline 1989).
Marriage and Parenthood
The largest numbers of both male and female 
professionals indicated they were married, but did not have 
children younger than 18 years living in their households. 
Again, this result was very similar to the national average 
found in 1988. Of all professionals in 1988, 70.8 percent 
were married and 64.7 percent had no children younger than 
18 living in their household (Toth and Cline 1989).
In regard to coordinating, personal and professional 
roles, more male professionals than female professionals 
somewhat disagreed women can successfully manage their
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careers, families and marriages at the same time. In 
addition, a large number of professionals also agreed men 
and women make different sacrifices to become public 
relations executives. In fact, a difference existed between 
men and women regarding whether they make the same 
sacrifices to become executives in public relations 
(Appendix 4 Table 16).
Division of Managerial and Technical Positions
Several important professional differences regarding 
career goals and advancements between genders in the Omaha 
public relations field were evident from this research. 
Choice of Employment
First, men and women were different regarding the ideal 
types of positions and organizations in which they would 
want to be employed.
Men were more likely than women to choose executive 
positions as their "ideal" employment. Women were more 
likely to choose a director or other non-executive position 
(Appendix 4 Table 1).
In addition, more men were actually employed in 
executive positions more often than women. Women were more 
likely to employed as directors, managers or other non­
executive positions (Appendix .4 Table 2). This coincides 
with the 1988 national average in the Velvet Ghetto
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research. In 1988, men were more often presidents and 
executives. Women were more often managers, directors or 
coordinators (Toth and Cline 1989).
Chain of Command
Similarly, regarding to whom they directly report, men 
reported to themselves most often. Women reported to 
presidents most often. Both genders have moved up the 
"corporate ladder" in terms of to whom they report. In 1988, 
men most often reported to presidents and women to vice 
presidents or directors (Toth and Cline 1989). However, 
women still report to someone lower on the "corporate 
ladder" than men (Appendix 4 Table 7).
Management: & Technical Positions
However, the largest numbers of both male and female 
public relations professionals strongly disagreed that men 
are separated into management and women into technical 
positions (Appendix 4 Table 15).
However, these findings suggest men and women are
separated into managerial and nonmanagerial positions. Most 
often, men were employed in executive positions and women in 
non-executive jobs. In addition, it may be suggested men 
are more autonomous in their professional positions than 
women because men were more likely to report to themselves
and own their own businesses.
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The current research regarding these professional 
issues does not deviate from the average 1988 statistics in 
the Velvet Ghetto research (Toth and Cline 1989).
Work Environments
One issue men and women were quite similar about was 
the field in which they were employed. The largest groups of 
men and women indicated they worked in the marketing/public 
relations field. In addition, the largest numbers of both 
male and female professionals worked for private 
corporations (Appendix 4 Table 3) .
However, men reported they have been employed in the 
marketing/public relations field slightly longer than women. 
The largest group of men responded they have been employed 
in marketing/public relations between 15 and 20 years. Women 
indicated they have been working in the field for less than 
10 years (Appendix 4 Table 3). This gap in tenure between 
genders may suggest men have had a few more years than women 
to advance in their careers. Similarly, more men earned 
$65,000 or more annually, while the largest group of women 
earned between $25,000 and $35,000 (Appendix 4 Table 13). 
Again, this information suggests men are financially 
rewarded for their years of experience, while women are 
being paid less for fewer years of experience.
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In addition, a difference also existed between male and 
female professionals regarding their ability to "play 
politics." On-average, men were more likely to perceive 
themselves as able to "play politics (Appendix Table 25)." 
Salary Gap
Women usually earned smaller salaries than men. The 
largest group of women earned between $25,000 and $34,999 
annually versus the most common earnings of men - $65,000 or 
more annually (Appendix 4 Table 13). In relation to the 
national 1988 findings, the same level of salary gap was 
apparent. On average, men earned more than $65,000 annually 
and women earned between $25,000 and $34,999 annually (Toth 
and Cline 1989). These ranges are exactly the same as those 
found in the current research.
In addition, a large number of both men and women 
believed genders were either somewhat different or very 
different in the ability to command top salaries. In fact, a 
difference existed regarding whether male and female 
professionals could command top salaries on a similar level 
(Table 7).
These results suggest a substantial salary gap may 
exist between male and female professionals in the Omaha 
public relations field. In addition, a difference in 
professional experience existed. Men had, on average, almost
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ten more years of professional experience than women. The 
salary gap and difference in professional experience between 
gender may be closely related. This gap in wages coincides 
with national studies done by Elizabeth Toth in 1986 and 
1988, which suggest a salary gap existed between men and 
women employed in public relations.
Professional Goals and Advancement
When asked what their ultimate public relations 
position would be, most Omaha public relations professionals 
stated they would choose more than one position as their 
"ideal" job. Regarding this issue, 40.2% of men (N=35) and 
47.5% (N=56) of women responded in this manner (Appendix 4
Table 1).
However, a category often chosen by men was "President/ 
Executive Dire.ctor/CEO." Of all male respondents, 14.9% (N= 
13) chose this position. However, only 6.8% (N=8) of all
female respondents chose this -as their ideal job (Appendix 4 
Table 1).
Actual Public Relations Position
Men and women also responded similarly regarding the 
actual title of their professional positions. Of all male 
professionals, 16.1% (N=14)were employed as directors. Of 
all female professionals, 16.1% (N=19) had this professional 
title (Appendix 4 Table 2).
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Men and women were different regarding their employment 
in presidential and executive positions. Of all women, only 
.8% (N=l) were employed as a president. Of the male
respondents, 19.5% (N=17) had the title of president 
(Appendix 4 Table 2).
In addition, the largest number of women responded 
their public relations position was not listed in the 
categories provided on the survey. Thirty-one women (26.3%) 
commented their positions fell within the "other" category 
(Appendix 4 Table 2).
Field of Employment:
Both men and women indicated they were employed in the 
marketing/public relations field in a somewhat similar 
manner.
Of all respondents, 23% of men (N=20) and 22.9% of 
women (N=27) were marketing/public relations professionals, 
9.2% (N=8) of men and 5.1% (N=6) of women worked in media
relations and 4.6% (N=4) of men and 1.7 % (N=2) of women
worked in publications (Appendix 4 Table 3).
Again, a substantial number of women responded the type
of organization they work for was not listed on the survey. 
Of all femaie subjects, 20.3% (24) indicated the type of 
organization they work for fell under the "other" category 
(Appendix 4 Table 3).
/
44
Organ!zations in Which Professionals are Employed
Male and female professionals also responded very 
similarly regarding the type of organization in which they 
are employed. Of all male respondents, 20.7% (N=18), replied
they worked for a private organization. Of all female 
respondents, 20.3% (N=24) worked for a private corporation
(Appendix 4 Table 4).
However, differences did exist between gender regarding 
some organizations. A larger number of men than women,
13.8%, (N=12) replied they were employed by a self-owned
corporation. However, only 3.4% of women (N=4) worked for 
their own corporation. In addition, 12.7% (N=15) of women
versus only 9.2% of men (N=8) were employed by a public 
relations firm. (Appendix 4 Table 4).
Professional Environment
In general, the largest groups of professionals 
indicated they work with less than 60 coworkers. Of all 
professionals, 71.3% (N=62) of men and 64.4% (N=76) of women
worked with less than 20 employees, 10.3% (N=9)of men and 
11% (N=13) of women indicated they work with 20 to 40 
employees and 6.9% of men (N=6) and 8.5% of women (N=10) 
indicated they work with 41 to 60 employees (Appendix 4 
Table 5).
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Number of Employees Professionals Supervise
Both men and women also supervised a relatively small 
pool of employees. Of male respondents, 90.8% (N=7 9) 
indicated they supervise less than 20 employees and 98.3% 
(N=116) of women replied the same (Appendix 4 Table 6). 
Subordinate Roles
Regarding to whom they directly report, 23% (N=20) of
men indicated they report to themselves. However, only 9.3% 
of women(N=ll) responded they report to no one else 
(Appendix 4 Table 7).
For women, the most common response regarding whom they 
directly report to was a president. Twenty-five women 
(N=21.2%) indicated they report to a president. Of men,
20.7% (N=24) responded the same (Appendix 4 Table 7).
Tenure in the Public Relations field
In general, men reported they have been employed in 
public relations slightly longer than women. Specifically, 
57.6% (N=68) of women versus 27.6% (N=24) of men indicated
they have been employed in public relations for less than 10 
years (Appendix 4 Table 8). However, 23% (N=20) of men 
responded they have been employed in public relations 
between 15 and 20 years. Of all female respondents, only 11% 
(N=13) replied the same (Appendix 4 Table 8).
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Education
A substantial number of professionals indicated they 
had similar focuses in their educational backgrounds. Of all 
respondents, 23% (N=27) of men and 33.1% (N=39) of women
studied journalism as a major. Another common college major 
was communication - 9.2% (N=8) of men and 8.5% (N=10) of 
women studied communication as a college major 
(Appendix 4 Table 9).
However, another substantial group of professionals 
indicated their degrees did not correspond with a category 
listed on the survey. Of all’male subjects, 23% (20)
indicated their college major fell under the "other 
category." In addition, 16.9% of women (20) responded that 
more than one category listed described their college major 
(Appendix 4 Table 9).
Research from this study did indicate that 7 6 men 
(87.4%) and 103 women (87%) have college degrees. Of these 
college alumni, 4 0 men (87%) and 55 women (47%) have 
undergraduate degrees. In addition, 21 men (24%) and 16 
women (13.5%) have Masters degrees and 14 men (16%) and 29 
(24.5%) women have completed some post-graduate work. Also, 
one man (1.1 %) and three women (2.5 %) had doctoral degrees 
(Appendix 4 Table 9).
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Professional Memberships
Of all male professionals, 36.8% (N=32) were members of 
PRSA. Of these men, 19.5% (N=17) had earned accreditation.
Of all female, professionals, 35.6% (N=43) were PRSA members.
However, fewer women, 13.6% (N=16) earned accreditation
(Appendix 4 Table 14).
Fourteen men, 16.1% of male respondents, and 10 women, 
8.5% of female respondents, indicated they were a member of 
the local AMA chapter. Of all respondents, 1.1% (N=l) of all
male professionals and 2.5% (N=3) of female professionals 
earned accreditation (Appendix 4 Table 14).
Fourteen men, 16.1% of all male respondents, and 25 
women, 21.2% of female respondents, also noted they were a 
member of the local IABC chapter. Of those surveyed, 2.3% 
(N=2) of men and .8% (N=l) of women earned accreditation
(Appendix 4 Table 14).
Forty-one men, 47.1% of all male respondents, and 48 
women, 40.7% of female respondents, indicated they were 
members of the OFA chapter. Of all respondents, 12.6% (N=ll) 
of men and 11% (N=13) of women earned accreditation
(Appendix 4 Table 14).
Professional Division
To better understand how those surveyed felt about 
professional differences (Research Question 1) in the Omaha
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public relations field, the following tables provide 
quantitative data regarding their opinions.
A substantial number of respondents indicated they 
strongly disagreed men are separated into management and 
women into technical jobs. Of all respondents, 33.3% (N=2 9)
of men and 46.6% (N=55) of women strongly disagreed with
this statement (Appendix 4 Table 15).
Sacrifices of Public Relations Professionals
A number of respondents somewhat disagreed women and 
men make the same sacrifices to become public relations 
executives. Of all professionals, 29.9% (N=26) of men and 
30.5% (N=36) of women somewhat disagreed this statement was
true (Appendix 4 Table 16).
However, 29.7% (N=35) of women versus only 10.3% (N=9)
of men strongly disagreed with this statement (Appendix 4 
Table 16).
Opportunities for Advancement
The majority of male professionals (41.4% N=36) 
indicated they somewhat agreed opportunities for advancement 
are the same for men and women in public relations. Of all 
female respondents, 21.2% (N=25) somewhat agreed with this
statement (Table 1).
However, a larger group of female professionals, 44.9% 
(N=53) versus 26.4% (N=23)of men somewhat disagreed with the
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statement (Table 1). In addition, 16.1% (N=19) of female 
respondents strongly disagreed with the statement. Only 1.1% 
(N=l) of male respondents felt the same (Table 1).
Table 1
Opportunities for Advancement are the Same for Both Males 
and Females In Public Relations
Male-%
N= 87 
M= 2.5977
Male-N
N= 8 7
Female-%
N=118 
M= 3.3898
Female-N
N=118
Strongly Agree 10.3% 9 8.5% 10
Somewhat Agree 41.4% 36 21.2% 25
Undecided 18.4% 16 9.3% 11
Somewhat Disagree 26.4% 23 44 . 9% 53
Strongly Disagree 1.1% 1 16.1% 19
No Response 2.3% 2 0% 0
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Double Standards in the Workplace
A substantial number of subjects somewhat disagreed a 
double standard exists in how employers treat men and women 
employed in public relations; 33.3% (N=29) of men and 23.7%
(N=28) of women somewhat disagreed with this statement 
(Table 2).
However, 30.5% (N=36) of female professionals and 18.4%
(N=16) of male professionals somewhat agreed a double 
standard exists regarding how employers treat male and 
female public relations employees (Table 2).
Table 2
There is a Double Standard Concerning How Men and Women in 
Public Relations are Treated by Employers
Male-%
N= 87 
M= 3.2874
Male-N
N= 8 7
Female-%
N=118 
M= 2.6949
Female-N
N=118
Strongly Agree 3.4% 3 15.3% 18
Somewhat Agree 18.4% 16 30.5% 36
Undecided 28.7% 25 27 .1% 32
Somewhat Disagree 33. 3% 29 23.7% 28
Strongly Disagree 13.8% 12 3.4% 4
No Response 2.3% 2 0% 0
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Age
A substantial group of men and women indicated they 
believed their age was somewhat helpful in achieving what 
they have in their careers. Of all respondents, 37.9% (N—33)
Of men and 36.4% (N=43) of women found their age somewhat
helpful in establishing their careers(Appendix 4 Table 17).
However, a somewhat common reply from women indicated 
they found their age to be somewhat unhelpful in career 
achievement. Of all respondents, 28% (N=33) of women and
18.4% (N=16)‘ of men felt this way (Appendix 4 Table 17).
Gender
The majority of men and women were undecided regarding 
whether gender was helpful or unhelpful in developing their 
public relations careers. Forty men (46%) and 56 (47.5%) 
women noted they were undecided on this issue (Table 3).
However, twenty-nine men (33.3%) and 24 women (20.3%) 
indicated they thought their gender was somewhat helpful in 
establishing their public relations career (Table 3).
Nine men (10.3%) and 27 women (22.9%) also suggested 
gender was somewhat unhelpful .in establishing their public 
relations career in Omaha (Table 3).
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Table 3
Impact: of Gender on Career Achievement: for 
Public Relations Professionals
Male-%
N= 8 7 
M = 2 .7126
Male-N
N= 8 7
Female-%
N=118 
M=3.0000
Female-N
N=118
Very Helpful 2.3% 2 4.2% 5
Somewhat Helpful 33.3% 29 20.3% 24
Undecided 46% 40 47.5% 56
Somewhat Unhelpful 10.3% 9 22. 9% 27
Very Unhelpful 4.6% 4 4.2% 5
No Response 3.4% 3 . 8% 1
Impact: of Education
A somewhat large number of professionals, 47.1%, (N=41)
of men and 50.8% (N=60) of women, found their education to
be very helpful in their professional achievement 
(Appendix 4 Table 18). In addition, 35.6% (N=31) of men and 
33.9% (N=40) of women found their education somewhat helpful
(Appendix 4 Table 18).
Impact: of Marital Status
A large number of men (58.6%, N=51) and women (62.7%
N=7 4) responded they were undecided whether their marital
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status was helpful in - establishing their public relations 
careers in Omaha (Appendix 4 Table 19).
However, 12.6% of men (N=ll) and 12.7% of women (N=15) 
indicated their marital status was somewhat unhelpful in 
establishing a successful public relations career 
(Appendix 4 Table 19).
Impact of Parenthood
Again, a large number of respondents, 60.9% (N=53) of
men and 58.5% (N=69) of women, were undecided regarding the
impact of having children on their career achievement 
(Appendix 4 Table 20).
However, 12.6% (N=ll) of men found having children 
somewhat helpful in career achievement. Of all professional 
females, only 9.3% (N=ll) agreed. Similarly, 20.3% (N=24) 
women found being a parent somewhat unhelpful in career 
achievement (Appendix 4 Table 20).
Impact of Physical Appearance
Men and women both indicated physical appearance was 
somewhat helpful in establishing their public relations 
careers in Omaha. Of all professionals, 47.1% (N=41) of men 
and 61.9% (N=73) of women said their physical appearance was
somewhat helpful in their career achievement 
(Appendix 4 Table 21).
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Another common response from professionals, 8% (N=7) of
men and 16.9% (N=20) of women, indicated their physical
appearance was very helpful in their career achievement 
(Appendix 4 Table 21).
Impact: of Geographical Location
A large number of respondents were undecided regarding 
whether their geographic location had an effect on their 
career achievement. Of all professionals, 35.6% (N=31) men
and 36.4% (N=43) women were undecided on the issue
(Appendix 4 Table 22).
However, 29.9% (N=26) of men and 33.9% (N=40) of women
replied their geographical location was somewhat helpful 
(Appendix 4 Table 22).
Ability to Negotiate
As Table 29 indicates, 35.6% (N=31) of men and 34.7%
(N=41) of women believed male and female public relations 
professionals are somewhat similar in their ability to 
negotiate effectively. Again, 29.9% of men (N=26) and 23.7% 
(N=28) of women agreed both genders were very similar in
their negotiating abilities (Appendix 4 Table 23).
\
However, 26.4% (N=23) of men and 27.1% (N=32) of women
indicated they found male and female public relations 
professionals to be somewhat different regarding their 
abilities to negotiate effectively (Appendix 4 Table 23).
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Differences in Professionalism
A large group of respondents believed men and women 
were similar in their levels of professionalism. Of all men, 
63.2% (N=55) felt men and women were very similar regarding
their professionalism. Of all women, 36.8% (N=43) agreed
(Table 4). Similarly, 28.7% (N=-2 5) of men and 33.8% (N=40)
of women thought genders were somewhat similar in 
professionalism (Table 4).
Table 4
Difference Be'tween Gender in Professionalism
Male-%
N= 8 7 
M =1.4598
Male-N
N= 8 7
Female-%
N=118 
M= 1 .7627
Female-N
N=118
Very Similar 63.2% 55 36.8% 43
Somewhat Similar 28.7% 25 .33.8% 40
Undecided 2.3% 2 6.8% 8
Somewhat Different 4 . 6% 4 8.5% 10
Very Different 0% 0 .8% 1
No Response 1. 1% 1 0% 0
Sacrificing Family for Work Needs
The majority of male professionals replied they found 
men and women to be somewhat similar regarding their
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willingness to sacrifice family for work needs - 31% (N=27)
answered accordingly. Of all women, 22% (N=26) agreed
(Table 5).
However, 43.2% (N=51) of women versus 24.1% (N=21) of
men felt both genders were somewhat different regarding this 
issue (Table 5).
Table 5
Difference Be'tween Gender in Willingness 
to Sacrifice Family Over Work Needs
Male-%
N= 87 
M = 2 .6552
Male-N
N= 8 7
Female-%
N=118 
M = 3 .2119
Female-N
N=118
Very Similar 16.1% 14 10.2% 12
Somewhat Similar 31% 27 22% 26
Undecided 20.7% 18 14 . 4% 17
Somewhat Different 24 . 1% 21 43.2% 51
Very Different 5.7% 5 10.2% 12
No Response 2.3% 2 0% 0
Abilities to Express Emotion
Several respondents indicated they believe men and 
women are somewhat different in their abilities to express 
emotion. Of all professionals, 36.8% (N=32) of men and 58.5%
(N=69) of women responded this way (Table 29). In addition,
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15.3% (N=18) of women and 12.6% of men (N= 11) found both 
genders very different in their ability to express emotion 
(Appendix 4 Table 24).
However, a second group of men, 29.9% (N=26), suggested
both genders were somewhat similar in their expression of 
emotion. Of all women, only 9.3% (N=ll) agreed 
(Appendix 4 Table 24).
Abilities to "Play" Politics
Several professionals, 29.9% (N=26) of men and 28.8% 
(N=34) of women found both genders somewhat similar in their 
ability to play politics (Appendix 4 Table 25).
However, 40.7% (N=48) of women and 20.7% (N=18) of men
found both genders somewhat different in their ability to 
play politics (Appendix 4 Table 25).
Abilities to Network
Thirty-six men (41.4%) and 49 women ■(41.5%)found the 
ability of both genders to network with the "good old boys" 
to be somewhat different. Similarly, 31.4% (N=37) of women
found both genders to be very different in their abilities 
to network with the "good old boys. Only 9.2% (N=8) of men
agreed (Appendix 4 Table 26) .
A somewhat common reply from men suggested they found 
male and female professionals to be somewhat similar on this
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issue - 21.8% (N=19) responded in this manner. However, only
11.9% (N=14) of women agreed (Appendix 4 Table 26).
Experiences with Discrimination
Several professionals believed men and women were 
different on this issue. Of all professionals, 41.5% (N= 49)
of women and 32.2% (N=28) of men found both genders somewhat
different in their experiences with sexual discrimination. 
Again, 26.3% (N=31) of women versus only 13.8% (N=12) of men
indicated genders were very different on this issue 
(Table 6).
Table 6
Difference Between Gender in Encounters 
with Sex Discrimination
Male-%
N— 8 7 
M =3.37 93
Male-N
N= 87
Female-%
N=118 
M =3.8644
Female-N
N=118
Very Similar 4.6% 4 . 8% 1
Somewhat Similar 5.7% 5 5.9% 7
Undecided 41.4% 36 25.4% 30
Somewhat Different 32.2% 28 41.5% 49
Very Different 13.8% 12 26.3% 31
No Response 2.3% 2 0% 0
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Ability to Command Top Salaries
Of all professionals, 33.3% (N=29) of men and 44.9% 
(N=53) of women felt genders were somewhat different in 
their abilities to command top salaries. In addition, 19.5% 
(N=23) of all women versus only 4.6% (N=4) of men thought
both genders were very different regarding this 
ability{Table 7). However, 28.7% (N=25) of men and 19.5% 
(N=23) of women indicated genders were somewhat similar in 
this ability (Table 7).
Table 7
Difference Between Gender in Ability to Command Top Salary
Male-%
N= 8 7 
M = 2 .8966
Male-N
N= 87
Female-%
N=118 
M = 3 .5 932
Female-N
N=118
Very Similar 10.3% 9 2.5% 3
Somewhat Similar 28.7% 25 19.5% 23
Undecided 21.8% 19 13. 6% 16
Somewhat Different 33.3% 29 44.9% 53
Very Different 4.6% 4 19.5% 23
No Response 1.1% 1 0% 0
Managerial Commitment
Of all professionals, 42.5% (N=37) of men and 33.9% 
(N=40) of women thought both genders were somewhat similar
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regarding their commitment to a managerial career (Table 
34). Similarly, 35.6% of men (N=31) and 32.2% of women 
(N=38) aqreed both genders were very similar regarding their 
managerial commitment (Table 8).
However, 10.3% (N=9) of men and'18.6% (N=22) of women
felt responded genders were somewhat different in managerial 
commitment.(Table 8).
Table 8
Difference Between Gender In Managerial Commitment
Male-%
N= 87 
M = 1 .9540
Male-N
N= 8 7
Female-%
N=118 
M = 2 .2373
Female-N
N=118
Very Similar 35.6% 31 32.2% 38
Somewhat Similar 42 . 5% 37 33. 9% 40
Undecided 9.2% 8 13. 6% 16
Somewhat Different 10. 3% 9 18 . 6% 22
Very Different 1.1% 1 1.7% 2
No Response 1.1% 1 0% 0
Ability to "Get Things Done"
Of all professionals, 54% of men (N=47) and 51.7% 
(N=61) of women thought genders were very similar in their 
abilities to "get things done." Similarly, 28.8% (N=34) of
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men and 28.8% (N=34) of women responded both genders are 
somewhat similar regarding this issue (Appendix 4 Table 27).
Another important topic this research focused on was 
whether the increasing number of female professionals in the 
public relations profession had a negative impact on 
salaries, as well as the credibility of the field. This 
research focused on the following questions to gain 
understanding of the impact females have on the local public 
relations field.
Effects of Females on Salaries
A common response from male and female public relations 
professionals indicated they disagreed the increasing number 
of women in public relations will drive down salaries for 
all public relations professionals.
Of all professionals, 34.5% (N=30) of men and 23.7%
(N=28) of women strongly disagreed with this statement. 
Similarly, 28.8% (N=34) of women and 25.3% (N=22) of men
somewhat disagreed women would drive salary levels down 
(Table 9).
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Table 9
Increasing Number of Women Employed In 
Public Relations Will Drive Salaries Down 
for All Professionals in this Field
Male-%
N= 8 7 
M= 3.68 97
Male-N
N= 87
Female-%
N=118 
M= 3.3983
Female-N
N— 118
Strongly Agree 1.1% 1 7 . 6% 9
Somewhat Agree 19.5% 17 21.2% 25
Undecided 18.4% 16 18 . 6% 22
Somewhat Disagree 25.3% 22 28.8% 34
Strongly Disagree 34.5% 30 23.7% 28
No Response 1.1% 1 0% 0
Women can "Have it All"
The majority of public relations professionals somewhat 
agreed women can successfully assume responsibilities for 
their careers, families, homes and marriages. Of all 
professionals, 27.8% (N=20) of men and 43.2% (N=51) of women
somewhat agreed women can manage a career, family, home and 
a marriage at the same time(Table 10).
However, 25.3% (N=22) of men somewhat disagreed with
the "Superwoman Myth." Only 15.2% of female professionals 
somewhat disagreed (Table 10).
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Table 10
Female Public Relations Professionals Can 
Have Successful Careers, Family Lives, Homes 
and Marriages at the Same Time
Male-%
N= 87 
M= 2.8046
Male-N
N= 87
Female-%
N=118 
M= 2.5424
Female-N
N=118
Strongly Agree 19.5% 17 14.5% 17
Somewhat Agree 27 .8% 20 43.2% 51
Undecided 20.7% 18 19.5% 23
Somewhat Disagree 25.3% 22 15.2% 18
Strongly Disagree 10.3% 9 6.8% 8
No Response 1.1% 1 . 8% 1
In regard to Research Question 1, most professionals 
did- not believe that men were separated into management and 
women into technical positions. However, most felt women and 
men made different sacrifices to become public relations 
executives. Also, women were more likely to believe 
opportunities to advance were different for them in 
comparison to their male counterparts.
However, both genders were alike regarding several 
responses. Most men and women felt their age,, education and 
physical appearance were helpful in establishing their
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public relations careers. Again, most were undecided whether 
their gender, marital status, parenthood or geographical 
location was helpful. Again, both genders aqreed they were 
similar regarding their ability to negotiate, levels of 
professionalism, willingness to sacrifice family for work 
needs, ability to play politics, commitment to managerial 
careers and ability to get things done. Also, both men and 
women agreed female professionals can successfully manage a 
career and family.
Men and women also differed regarding some issues. Both 
genders thought they were different in ability to express 
emotion, ability to network with "the good old boys", 
encounters with discrimination and ability to command top 
salaries.
Research Question 2:
i
Do the increasing numbers of female public relations 
professionals in Omaha affect salary levels, prestige and 
power for all Omaha public relations professionals?
Most often, men and women believed the high number of 
female professionals in public relations would not drive 
down salaries for everyone in the field (Table 11).
Similarly, most professionals disagreed the high number 
of female professionals in the field would diminish 
credibility for the profession (Table 11).
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In general, most professionals were undecided regarding 
whether their gender was helpful or unhelpful in developing 
their careers (Appendix 4 Table 28).
Effects of Females on Salaries, Prestige and Power
Most often, men and women believed the high number of 
female professionals in public relations would not drive 
down salaries for everyone in the field (Table 11).
Similarly, most professionals disagreed the high number 
of female professionals in the field would diminish 
credibility for the profession (Table 11).
These findings are somewhat different from the 1988 
national average. In 1988, male and female professionals 
were divided on this issue. More women believed the 
increasing numbers of female practitioners would diminish 
salaries and credibility levels for the entire field. 
However, men were more likely to believe the opposite (Toth 
and Cline .1989) .
This information allows us to conclude that female 
practitioners have changed their opinion on this issue since 
the 1989 Velvet Ghetto research. In 1988, women thought the 
increasing number of female public relations professionals 
would drive down salaries and prestige levels for the 
profession (Toth and Cline 1989). However, in the current
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research, both men and women did not believe females had 
these types of negative effects on the profession.
Effects of Women on Professional Credibility
A substantial number of local public relations 
professionals strongly disagreed that the increasing number 
of women in public relations diminishes the overall 
credibility of the profession. Of male professionals, 46% 
(N=40) strongly disagreed women will diminish the 
credibility of the public relations field. Of female 
professionals, 46.6% (N=55) strongly disagreed (Table 11).
Both groups of respondents also somewhat disagreed with 
this statement; 33.3% (N=2'9) of men and 28% (N=33) of women 
responded accordingly (Table 11).
67
Table 11
Increasing Number of Women in Public Relations Will 
Diminish Credibility of Profession
Male-%
N= 87 
M= 4.0920
Male-N
N= 87
Female-%
N=118 
M= 4.0 67 8
Female-N
N=118
Strongly Agree 2.3% 2 2.5% 3
Somewhat Agree 8% 7 9.3% 11
Undecided 9.2% 8 13. 6% 16
Somewhat Disagree 33.3% 29 28% 33
Strongly Disagree 46% 40 46.6% 55
No Response 1.1% 1 0% 0
As the preceding tables show, most often, professionals 
did not believe the high number of women in the public 
relations field would impact the profession negatively.
Research Question 3: 
Do the communication styles of men and women impact their 
professional advancements in the Omaha public relations 
field? 
Self Perceptions of Communication Styles
Communication styles are important to consider when 
trying to understand the public relations workplace. The
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manner in which men and women perform their professional 
roles have a close relation to their styles of 
communication. In turn, the professional roles men and women 
portray have an important effect on their career 
advancement.
Differences between men and women in how they perceived 
their own communication styles were evident in only a few 
styles of communication. For instance, a difference existed 
between genders regarding whether male and female 
professionals exists perceived themselves as having an 
attentive communication style. Women were more likely to 
claim they use an attentive style of communication.
More women than men also perceived themselves as not 
having a dramatic communication style. Of all female 
professionals, 71.2% responded in this manner. Of all male 
professionals, 58.6% also disagreed they have a dramatic 
communication style. A difference existed between genders 
regarding this issue.
Both genders were very similar in believing they had an 
open communication style. In fact, 40.2% of men and 38.1% of 
women believed their communication styles were a "perfect 
match" to an open style of communication.
Again, both genders were very similar regarding whether 
they perceived their styles of communication as being
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relaxed. Of all male subjects, 49.4% perceived their 
communication style as open. Of all female subjects, 57.6% 
perceived their communication styles as relaxed.
Both genders were alike in not perceiving their 
communication styles as contentious. Of all professionals, 
55.1% of men and 4 6.6% of women did not perceive their 
styles of communication as being contentious.
Again, men and women were similar in believing their 
styles of communication were animated. Of all subjects,
55.2% of men and 57.6% of women perceived their 
communication styles as being animated.
Again both genders responded similarly in regard to 
perceiving their communication style as being friendly. Of 
all professionals, 83.9% of men and 91.5% of women perceived 
their styles of communication as being friendly.
Again, both genders were alike in perceiving their 
communication styles as both attentive and impression- 
leaving. Of all subjects, 79.3% of men and 91.5% of women 
perceived their styles of communication as attentive. 
Similarly, 66.6% of men and 72.9% of women perceived their 
communication styles as impression-leaving.
Male and female subjects were asked whether they 
perceived their own communication styles to be dominant, 
open, dramatic, relaxed, contentious, animated, friendly,
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attentive and impression-leaving. Professionals responded 
with a five-point scale (1= a perfect match, 2= somewhat of 
a match, 3= undecided, 4= more of a mismatch and 5= no match 
at all).
It is important to understand how men and women are 
alike and different in regard to their self-perceptions of 
these communication styles because communication style 
impacts the professional roles men and women portray. 
Dominant Communication Styles
Of all professionals, 39.1% (N=34) of men and 44.9%
(N=53) of women were undecided whether they possessed a 
dominant communication style (Table 12).
However, 29.9% (N=26) of men and 20.3% (N=4) of women
believed they used somewhat of a dominant communication 
style (Table 12).
Open Communication Styles
Regarding an open communication style, 40.2% (N=35) of 
men and 38.1% (N=45) of women believed they possessed this
communication style (Table 12). Similarly, the majority of 
women, 50% (N=59), indicated they used somewhat of an open
communication style. Of all men, 39.1% agreed (Table 12). 
Dramatic Communication Styles
The majority of men (65.5% N=57) indicated they either 
perceived themselves or were undecided about having somewhat
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of a dramatic communication style. However, the majority of 
women (71.2% N=84) were either undecided or did not perceive 
themselves as having a dramatic communication style. 
Obviously, men and women were different in regard to the 
degree they perceived their communication styles as dramatic 
(Table 12).
Relaxed Communication Styles
Of all professionals, 25.3% (N=22) of men and 44.9%
(N=53) of women perceive themselves as having somewhat of a 
relaxed communication style (Table 12).
Again, 24.1% (N=21) of men and 12.7% (N=15) of women
indicated they perceive themselves as having a definite 
relaxed communication style (Table 12).
Contentious Communication Styles
The majority of professionals, 29.9% (N=26) of men and 
34.7% (N=41) of women indicated they were undecided whether
they possessed a contentious communication style (Table 12).
However, 27.6% (N=24) of men and 26.3% (N=31) of women
perceived their communication styles as somewhat different 
than a contentious communication style. Similarly, 24.1% 
(N=21) of men and 20.3% (N=24) of women perceived themselves
as not having a contentious communication style at all 
.(Table 12).
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Animated Communication Styles
Of all professionals, 39.1% (N=34) of men and 37.3% 
(N=44) of women believed themselves as using somewhat of an 
animated communication style (Table 12).
Again, 16.1% (N=14) Of men and '20.3% (N=24) of women
perceived themselves as having a definite animated 
communication style (Table 12).
Friendly Communication Styles
Of all professionals, 42.5% (N=37) of men and 57.6%
(N=68) of women perceived themselves as having a friendly 
communication style (Table 12).
Similarly, 41.4% (N=36) of men and 33.9% (N=40) of
women believed they used somewhat of a friendly 
communication style (Table 12).
Attentive Communication Styles
The majority of men, 40.2% (N=35), perceived themselves 
as having somewhat of an attentive communication style. Of 
all women, 35.6% (N=42) also perceived themselves using 
somewhat of an attentive communication style. The majority 
of women, 55.9% (N=66) perceived themselves as having a
strong quality of attentiveness in their communication 
style, however, only 39.1% of men also perceived themselves 
with a strong attentiveness in their communication styles 
(Table 12).
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Impression-Leaving Communication Styles
Of all subjects, 44.8% (N=39) of men and 48.3% (N=57) 
of women perceived themselves as having somewhat of an 
impression-leaving communication style 
(Table 12).
Similarly, 21.8% (N=19) of men and 24.6% (N=29) of 
women perceived themselves as having a strong impression- 
leaving communication style (Table 12).
Table 12
Self-Perceptions of Communication Styles
Male-%
N= 87 
M= 2 .0920
Male-N
N= 8 7
Female-%
N=118 
M =2.1102
Female-N
N=118
Dominant Style 37. 9% 33 32.2% 38
Open Style 79.3% 69 88. 1% 104
Dramatic Style 37. 9% 33 28.8% 34
Relaxed Style 49.4% 43 57. 6% 68
Contentious Style 14.9% 13 16.1% 19
Animated Style 55.2% 48 57 . 6% 68
Friendly Style 83.9% 73 91. 5% 108
Attentive Style 7 9.3% 69 91.5 108
Impression-Leaving
Style
66.6% 58 72 . 9% 86
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Summary
As shown in the preceding tables, men and women 
employed in the local public relations field have several 
similarities and differences in their self-perceptions of 
their communication styles.
This chapter has presented the results in relation to 
the initial research questions. In the following chapter, 
those results will be discussed in terms of their overall 
importance, as well as in comparison to the previous Velvet 
Ghetto study.
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CHAPTER FIVE 
Discussion
Several interesting findings were evident from this 
study. For instance, some of the most important findings 
include the separation of men into management/owner 
positions and women into technical positions (i.e. 
communications director), the salary gap between men and 
women (men were paid a higher annual wage on average), 
differences in professional advancement (women most often 
believed opportunities were not the same for both genders) 
and the chain of command for both genders (men were most 
often self-directed, women reported to presidents/owners).
In regard to career goals, several differences existed 
between men and women. On average, women were employed in 
non-executive positions and reported to a president as their 
superior. In contrast, men were more likely to be employed 
in executive positions, own their own businesses and report 
to themselves. These results are similar to the 1989 Velvet 
Ghetto study which reported more than twice as many men were 
presidents, executive officers or CEOs than women. Women 
were more likely to be specialists according to the 1989 
study. In addition, the 1988 study indicated men reported 
directly to the top of the corporate bureaucracy
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(i.e. president) and women more often were supervised by 
someone lower on the corporate ladder (i.e. director or 
manager) (Toth and Cline 1989).
Professional experience and salary were also issues in 
which men and women differed. Men were employed in public 
relations slightly longer than women and earned 
substantially higher annual salaries. Velvet Ghetto research 
was nearly identical regarding salary and professional 
experience. In 1988, the most frequent income category for 
men was over $65,000 and $25,000'to $34,999 for women. In 
addition, the average male professional had been employed in 
public relations for 17.9 years versus 10.1 years for women 
(Toth and Cline 1989).
Perceptual Differences In the Workplace
Several differences existed between male and female 
professionals regarding how they interpreted their work 
environment.
For example, more women than men disagreed that male 
and female public relations professionals make the same 
sacrifices to become executives. The Velvet Ghetto research 
also observed this finding. Nearly two-thirds of women 
reported this statement was not likely while almost half of 
the men thought it was likely (Toth and Cline 1989).
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In addition, more women than men disagreed 
opportunities for advancement were the same for male and 
female professionals. Again, Velvet Ghetto research also had 
the same finding which indicated significantly more women 
believed opportunities to advance were not the same for men 
and women (Toth and Cline 1989) .
The next issue which split male and female opinions 
regarded whether a double-standard existed in the public 
relations workplace. On average, more men believed a double­
standard does not exist than women. Again, the Velvet Ghetto 
research indicated a similar finding which stated 
significantly more women reported the existence of such a 
double-standard (Toth and Cline 1989) .
Slightly more men than women indicated their age was 
helpful in establishing their public relations career. 
However, no difference was found between genders regarding 
this issue in the Velvet Ghetto research (Toth and Cline 
1989).
Similarly, more men than women found their gender to be 
helpful in establishing their public relations careers. 
Again, Velvet Ghetto research supported this also. Nearly 
half of the 1988 male subjects indicated their gender was 
helpful in establishing their career (Toth and Cline 1989) .
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Regarding whether men and women believed both genders 
were similar in professionalism, more men than women 
believed both genders had similar levels of professionalism. 
The 1988 Velvet Ghetto research reported the opposite. In 
1988, more women than men believed both genders were similar 
in regard to their professionalism (Toth and Cline 1989).
The next issue focused on professionals' willingness to 
sacrifice family for work needs. More women than men 
believed genders were different in their willingness to 
sacrifice family for work needs. Similarly, Velvet Ghetto 
research also indicated more female professionals believed 
genders were different regarding this issue (Toth and Cline 
1989) .
Regarding the ability to "play politics," more female 
professionals believed genders were different. In 1988, 
Velvet Ghetto research showed no difference between genders 
regarding this issue (Toth and Cline 1989).
Regarding a similar issue, networking with the "Good 
Old Boys," female professionals also believed a difference 
existed between genders. Velvet Ghetto research also 
indicated nearly two-thirds of all female professionals 
believed genders were different regarding this issue (Toth 
and Cline 1989).
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Also, more women than men believed differences existed 
between genders in encounters with sexual discrimination. A 
larqe number of male professionals were undecided on this 
issue. Velvet Ghetto statistics also indicate more women 
than men believe a difference existed between genders in 
relation to encounters with sexual discrimination (Toth and 
Cline 198 9).
An important part of this research focuses on salaries. 
On average, more women than men believed genders were 
different in the ability to command top salaries. Similarly, 
Velvet Ghetto research indicated a significantly larger 
number of women than men believed a difference existed in 
the ability to command top salary (Toth and Cline 1989). 
Differences in Communication Styles
Male and female public relations professionals 
indicated more similarities than differences regarding their 
self-perceptions of different types of communication styles. 
However, some important differences did exist.
The first difference indicated more women than men 
believed genders were not alike in expressing emotion.
Velvet Ghetto research indicated both men and women believed 
genders express emotion differently (Toth and Cline 1989).
The second communication style studied indicated most 
women perceive themselves as not having a dramatic
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communication style. On average more men perceived 
themselves using a dramatic communication style.
In regard to an attentive communication style, more 
female than male professionals indicated they perceive 
themselves as using thi3 type of style.
Although men and women work together in the same 
workplace, their perceptions of the environment in which 
they work are very different. This has been shown by the 
numerous differences in perception of professional roles, 
abilities to advance in careers and communication style.
Overall, this study increases our knowledge about the 
effects the high number of female professionals have on the 
public relations field in Omaha. It also illustrates 
important differences between men and women such as 
salaries, professional advancement and the separation of men 
into executive positions and women into technical ones. 
However, important similarities were also noted. For 
instance, men and women were most often similar in terms of 
their self-perceptions of different communication styles.
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CHAPTER SIX 
Conclusions and Recommendations
Studying differences and similarities between genders 
regarding professional roles and communication styles allows 
us to understand the challenges and accomplishments present 
in integrating both men and women into the same workplace.
This study provides important information to compare 
with 1988 Velvet Ghetto research, which was conducted 
nationally (Toth and Cline 1989). The research from this 
study allows us to compare local and national trends 
regarding both genders in the public relations field. 
Information from this study also allows us to update the 
findings from the Velvet Ghetto research (Toth and Cline 
1989) .
It is especially important to study a profession such 
as public relations because it is predominantly composed of 
women. Historically, professions in which the majority of 
professionals are female tend to have lower salary levels 
and credibility. For instance, another example of a 
"feminized" profession is nursing. By studying professional 
roles men and women perform, it is possible to understand 
differences in career advancement and opportunities to earn 
higher salaries.
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From'the findings discussed in chapters 4 and 5, we 
briefly understand how men and women perceive their work 
environments. These differences also tie closely with their 
professional roles and career advancement.
In regard to the three research questions this study 
focused on, professionals gave responses very similar to 
those of the 1988 Velvet Ghetto subjects (Toth and Cline 
1989) .
Relating to the first question, it can be surmised that 
several important professional differences exist between 
genders. These professional differences relate to choices of 
employment, opportunities for professional advancement, to 
whom professionals directly report, years of tenure in the 
public relations/marketing field, and salaries received. 
Differences between men and women in regard to these 
criteria are consistent with Velvet Ghetto findings. 
Professional differences between genders consistent with 
previous Velvet Ghetto research include salary gaps, 
separation of men into management and women into technical 
positions, differences in opportunities for professional 
advancement and women sacrificing work to meet family roles 
and obligations.
Regarding the second research question, most 
professionals did not believe a relationship existed between
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the high number of female professionals and diminished 
salary and credibility levels for the entire public 
relations field. This opinion is different from the 1988 
national average. Velvet Ghetto research indicated 
professionals, especially women, believed the increasing 
number of women in the public relations field would lower 
salary and credibility levels for all professionals in the 
field (Toth and Cline 1989).
The third research question focused on how men and
o ,women perceive their communication styles. Genders were 
alike regarding most self perceptions of their communication 
styles and different on others. Again, these findings were 
consistent with the Velvet Ghetto findings in 1986.
Strengths of Research
This research is important to provide a local and 
current comparison to the 1988 Velvet Ghetto research. 
Updated and current research provides an accurate picture of 
how public relations professionals interpret their 
professional environment. It is important to provide current 
research on this topic because public relations is a field 
which changes dramatically due to its creative nature (Toth 
and Cline 1989).
This research also provides important information 
regarding how Omaha public relations professionals interpret
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their professional' roles, their workplace and their 
communication styles. By studying these issues, an 
understanding of how male and female professionals advance 
in their careers can be gained.
The strength of this research lies within the 
differences in how male and female professionals perceive 
their work environments, encounter salary differences 
between gender, gain professional experience and coordinate 
family and work responsibilities.
This research also provides an important opportunity 
for male and female professionals to indicate similarities 
and differences they encounter in their careers. This helps 
to understand how men and women have become more similar, as 
well as different, in their pursuit of a successful public 
relations career.
Limitations and Recommendations
Although the data gathered in this study provides • 
valuable insight into the effects of gender and professional 
differences on the local public relations field, some 
limitations are still present.
For instance, the researcher recommends replication of 
the study with a iarger sample of subjects. Subjects could 
be included from the few largest corporations in Omaha, as 
well as smaller firms and organizations. It is likely
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professionals in the local public relations or 
communications field choose not to join professional 
organizations. Choosing members from professional marketing 
and public relations organizations allows us valuable 
feedback from professionals. However, by choosing subjects 
from a larger population, more comprehensive results would 
likely be found.
Also, due to the nature of the study, research should 
be continued periodically to notice trends in the local 
public relations field related to gender and professional 
advancement. Several changes have occurred between results 
of the 1986 Velvet Ghetto study and the study at hand. 
Similarly, more differences will occur as the professional 
atmospheres and technologies of local workplaces continue to 
change.
Modifications could also be made to the survey 
questionnaire. Including more open-ended questions could 
give a stronger qualitative nature to the statistics to be 
reported. In addition, to receive additional qualitative 
information, a focus group of entry-level to executive male 
and female professionals could provide insight into their 
specific situations in the workplace.
Future research could include questions on trends 
professionals have seen throughout the beginning, middle and
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end of their careers. Specifically, these trends could 
include effects of gender on professional advancement. 
Differences could be studied on answers given from 
management versus technical or supportive positions.
Research could also focu3 on the academic side of 
preparing for a public relations career. The researcher 
could study students' perceptions of how gender influences 
the Omaha public relations field. This would allow insight 
on how professionals prepare for their public relations 
careers and how they perceive the field to be.
Another important concept for future research is to 
analyze public relations as a profession. Research would 
include whether public relations is indeed a profession due 
to the lack of specific academic study or licensing for 
professionals in this field.
Although several professional differences still remain 
between men and women employed in the Omaha public relations 
field, several opportunities exist for these differences to 
diminish. For instance, communication styles are mostly 
similar, between men and women, suggesting both genders 
perform their professional roles similarly.
As more similarities occur between male and female 
- professionals, we may study the narrowing of the salary gap 
and the increase of more women into executive positions. In
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addition, because of the creativity inherent in the public 
relations field, many professional roles are needed, from 
creative to management. The future study of this subject 
will provide interesting information on which direction 
genders will eventually gravitate.
Although several professional differences still remain 
between men and women employed in the Omaha public relations 
field, several opportunities exist for these differences to 
diminish. For instance, communication styles are mostly 
similar between men and women, suggesting both genders 
believe they communicate within their professional roles 
similarly.
As more similarities occur between male and female 
professionals, we may study the narrowing of the salary gap 
and the increase of more women into executive positions. In 
addition, because of the creativity inherent in the public 
relations field, many professional roles are needed, from
t
creative to management. The future study of this subject 
will provide interesting information on which direction 
genders will eventually gravitate.
In conclusion, several important similarities and 
differences were found from this research. Although male and 
female professionals work together in the same environment, 
it is evident they interpret this environment differently. 
For instance, men and women disagree about abilities to 
command top salaries, sacrifices necessary to become public 
relations executives and encounters with sexual 
discrimination. However, some important similarities were 
also noted in this research. For example, professionals 
indicated they perceive themselves as being fairly similar 
regarding having different communication styles.
This study provides important information regarding 
public relations as a career in Omaha, Nebraska, as well as 
providing insight into the role of gender in a public 
relations career. Future research will reveal the evolving 
characteristics of public relations as a profession.
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APPENDIX 1
SURVEY
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March 25, 1996
Recipient 
/ Address
City,State Zip
As an Omaha communications professional, you have been included in a group which is 
asked to give its opinions on professional issues in the local public relations field. To 
obtain findings which are truly representative of all Omaha communications 
professionals, it is important that each questionnaire be completed and returned.
You may be assured of complete confidentiality. The questionnaire is numerically coded 
for mailing purposes only and allows your name to be checked from a list upon its return. 
Your name will not be placed on the questionnaire at any time.
Results from this research will be made available to faculty and students at the University 
of Nebraska at Omaha and members of the Omaha chapters of the International 
Association of Business Communicators, Public Relations Society of America and 
Omaha Federation of Advertising. You may receive a summary of results by writing 
"copy of results requested" on the back of the return envelope and printing your name and 
address below it. Please do not put this information on the actual survey.
Please feel free to contact me with any questions or concerns. You may reach me during 
the day at 342-8232 ext. 533.
Thank you for your assistance.
Sincerely,
Melanie Downie, Graduate Student 
Communication Department 
University of Nebraska at Omaha
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(postcard reminder - sent one week after original mailing)
March 14, 1996
Last week a questionnaire seeking your opinion about professional issues in the Omaha 
public relations field was mailed to you. Your name was selected from membership lists 
from the Omaha chapters of the International Association of Business Communicators, 
Public Relations Society of America and Omaha Federation of Advertising.
If you have already completed and returned your questionnaire to us, please accept our 
sincere thanks. If not, please do so today. Because it has been sent to a group of local 
public relations practitioners, its is very important that your responses be included in the 
study if the results are to accurately reflect opinions of all Omaha public relations 
professionals.
If, by chance, you did not receive the questionnaire or it is misplaced, please call me 
immediately at 571-6308 and I will send another one in the mail today.
Sincerely,
Melanie Downie, Graduate Student 
Communication Department 
University of Nebraska at Omaha
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(second follow-up letter sent two weeks after original mailing)
March 14, 1996
Recipient 
Address 
City,State Zip
Two weeks ago, I wrote to you seeking your opinions on professional issues in the 
Omaha public relations field. As of today, we have not received your completed 
questionnaire.
I am writing you again because of the significance each questionnaire has to the utility of 
this study. Your name was selected from memberships provided by the local chapters of 
the International Association of Business Communicators, Public Relations Society of 
America and Omaha Federation of Advertising. Consequenty, this group represents a 
fraction of the total population of Omaha public relations professionals. To ensure the 
results of this study are truly representative of the opinions of all Omaha public relations 
professionals, it is essential that each person from the sample return their questionnaire.
In case your questionnaire has been misplaced, a replacement is enlcosed.
Sincerely,
Melanie Downie, Graduate Student 
Communication Department 
University of Nebraska at Omaha
Survey of Public Relations as a 
Profession in Omaba, Nebraska
A 1996 irsdy of ruciic relations prafessicr.ats .a 
Omaha. What are me professional roies in me local 
public relations tie id? How do these roies differ . 
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communication style relate to professional rates?
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comment on any questions or quaiiry your replies, 
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APPENDIX 2
LETTERS OF INTENTION
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Melanie Downie 
3942 North 94th Street 
Omaha, NE 68134 
(402) 571-6308 (home)
(402) 342-1211 (work)
February 20, 1996
Dr. Elizabeth Toth, Ph.D 
Newhouse School of Communication 
Syracuse University 
4925 Tinderbox Circle 
Manlius, NY 13104
Dear Dr. Toth:
Thank you for granting permission to use the Velvet Ghetto survey you developed with 
Dr. Carolyn Cline in 1989 for my thesis research. I have also received permission from 
the national IABC office in San Francisco to use the survey for my research in Omaha, 
Nebraska.
My research involves surveying Omaha public relations professionals to detect any 
gender-based differences in their careers or within the local public relations market itself. 
Your survey questions will be of great assistance in completing my thesis project.
Please feel free to contact me with any questions or concerns you may have. Once again, 
thank you for your cooperation.
Sincerely,
Melanie Downie
Graduate Student, Communication Department
University of Nebraska at Omaha
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Melanie Downie 
3942 North 94th Street 
Omaha, NE 68134 
(402) 571-6308 (home)
(402) 342-1211 (work)
February 26, 1996
Ms. Carrie Wilhelm, President 
IABC/Omaha
c/o Meeting and Event Design 
7829 Wakely Plaza 
Omaha, NE 68114
Dear Ms. Wilhelm:
Thank you for forwarding a list of the 1995/96 IABC/Omaha members for my use in 
surveying Omaha public relations professionals. I have also received permission from the 
national IABC office in San Francisco to use items in the survey for my research in 
Omaha.
My research involves surveying Omaha public relations professionals to detect any 
gender-based differences in their careers or within the local public relations market itself. 
Your cooperation will be of great assistance in completing my thesis project.
Please feel free to contact me with any questions or concerns you may have. Once again, 
thank you for your assistance.
Sincerely,
Melanie Downie
Graduate Student, Communication Department
University of Nebraska at Omaha
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Melanie Downie 
3942 North 94th Street 
Omaha, NE 68134 
(402) 571-6308 (home)
(402) 342-1211 (work)
February 26, 1996
Mr. Randall Blauvelt, President 
PRSA/Omaha
c/o Father Flanagan's Boys' Home 
14100 Crawford Street 
Boys Town, NE 68010-7520
Dear Mr. Blauvelt:
I am an associate member of PRSA/Omaha and am completing a Master of Arts degree in 
Communication with an emphasis in Public Relations at the University of Nebraska at 
Omaha. Although we have not met, I have received a list o f PRSA/Omaha members to 
survey from Mr. Bob Fell of Leslie Associates. This letter is to inform you of my current 
research endeavor focusing on members of your organization.
My research involves surveying Omaha public relations professionals to detect any 
gender-based differences in their careers or within the local public relations market itself. 
The professionals I am surveying are members of the Omaha chapters of PRSA, IABC 
and the Omaha Federation of Advertising. Results will be used for only educational 
purposes and will be made available to any members who wish to receive them.
Your cooperation will be of great assistance in completing my thesis project. Please feel 
free to contact me with any questions or concerns you may have. Once again, thank you 
for your assistance.
Sincerely,
Melanie Downie
Graduate Student, Communication Department
University of Nebraska at Omaha
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Melanie Downie 
3942 North 94th Street 
Omaha, NE 68134 
(402) 571-6308 (home)
(402) 342-1211 (work)
February 26, 1996
Ms. Mary Grace Harrington, President 
Omaha Federation of Advertising 
c/o Print Promotions Plus 
11028 Q Street 
Omaha, NE 68137
Dear Ms. Harrington:
I am a member of OFA and am completing a Master of Arts degree in Communications 
with an emphasis in Public Relations at the University of Nebraska at Omaha. Although 
we have not met, I am writing to receive permission to survey OFA members. In 
addition, I will be targeting members from the Omaha chapters of PRSA and IABC.
My research involves surveying Omaha public relations professionals to detect any 
gender-based differences in their careers or within the local public relations market itself. 
Results will be used for educational purposes only and will be made available to any 
members who wish to receive them.
Your cooperation will be of great assistance in completing my thesis project. Please feel 
free to contact me with any questions or concerns you may have. Once again, thank you 
for your assistance.
Sincerely,
Melanie Downie
Graduate Student, Communication Department
University of Nebraska at Omaha
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REVIEW INFORMATION 
I. Purpose of Study
The purpose of this study is to determine whether the predominance of women in 
the Omaha public relations field has caused discrepancies in salaries and 
professional roles for local public relations professionals.
This research will allow us to draw conclusions which are likely to be applicable 
both in Omaha and the rest of the U.S. In addition, the research will provide 
current data to compare with the last study of this topic, done in 1986.
More specifically, the research will localize specific gender issues to identify the 
existence of any professional conflicts for professionals entering the Omaha 
public relations industry. Findings will suggest whether the local public relations 
profession is losing status, prestige and power. This study will ask the following 
questions: 1) Do professional differences exist between genders employed in the 
Omaha public relations field (i.e. professional roles and salary?), 2) Is their a 
relationship between a professional’s gender, professional role and salary? and 3) 
Do the increasing numbers of local professional public relations female 
practitioners affect salary levels, prestige and power for all Omaha public 
relations professionals?
II. Characteristics of Subject Population
A. Age Range - Subjects’ ages will vary between approximately 21 and 60 years.
B. Sex - Subjects will be both male and female.
C. Number - Approximately 300 to 350 subjects will be given the mailed survey.
D. Selection Criteria - Subjects will be Omaha residents professionally employed
in the local public relations industry.
III. Method of Subject Selection
Subjects will be taken from membership lists provided by the Omaha chapters of 
the International Association of Business Communicators, Public Relations 
Society of America and Omaha Federation of Advertising. Membership lists were 
provided by each respective organization for this purpose.
IV. Study Site
Subjects will be located at various business locations throughout Omaha. Subjects 
will also be members of the Omaha chapters of the International Association of 
Business Communicators, Public Relations Society of America and Omaha 
Federation of Advertising. Verbal permission from each organization was 
received and letters of intent are included for your review.
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V. Description^ Procedures
All levels of practitioners, whether technical or managerial, who work in the 
Omaha public relations field will be included in the list to mirror any s 
alary/advancement gaps which exist at any given year of a practitioner’s career, 
regardless of occupation/title.
The method of investigation will be mailed surveys, which will be distributed to 
the list of local public relations professionals.
The mailed survey will be accompanied by a letter of explanation and a self- 
addressed, stamped envelope. Two follow-up letters will be sent in week intervals 
from the original survey, along with additional copies of the survey.
The survey (attached) will ask for demographic information including age, gender, 
current career title, years worked in public relations/advertising, number of promotions 
received, the size of the public relations/advertising agency the practitioner is employed 
by, perceptions of communication styles and yearly salary and promotional history. In 
addition, the practitioner will be asked their opinion on issues including whether they 
perceive themselves as more of a technician or a manager, whether they believe 
differences exist between professional roles of male and female employees in their 
agency, whether they believe any differences in professional roles generate gaps in salary 
and career advancement between men and women in their agency, and if they feel the 
influx of women in public relations causes a drop in salary levels for the majority of local 
public relations practitioners.
VI. Confidentiality
Complete confidentiality will be maintained by only coding each survey 
numerically to allow tracking of the returns of each survey. Names will not be 
place on any surveys at any time. This total sum would allow the researcher to 
track the return of the surveys and realize who has not returned the those which 
remain outstanding.
VII. Informed Consent
For the purposes of this study, informed consent is not necessary. No 
manipulation will occur which would require expressed consent of the 
professional being surveyed. Items simply require informational data which 
would allow us to compose frequency distributions, ultimately showing patterns 
of occurrence in the Omaha public relations field.
VIII. Justification of Exemption
The exempt category #2 is applicable to this research project, primarily because it 
involves only a survey procedure. In addition, complete anonymity will be 
attained because surveys will be coded in a manner which will not allow the 
identification of the respondent. Consequently, it is impossible to disclose any
Ill
individual's responses outside o f this research to involve them an any civil or 
criminal liability or damage their financial standing, employability or reputation. 
In addition, this survey matter is not sensitive in nature.
University 
of Nebraska
Nebraska’s Health Science Center
institutional Review 8oard 
For the Protection of 
Human Subjects
University or NeDraska  Medical  C e n t e r  
Eppiey Sc i en ce  Hall 30 18  
600  South  42n d  S t r ee t  
Box 9 8 6 8 1 0  
O m a ha .  NE 68 1 9 8 -6 8 1 0  
(402) 559 -646 3  
r ax (4Q2; 55S- 7345
March 4, 1996
Meianie Downie  
One to O ne  
1805 Harney Street  
Omaha, NE 6 8 1 0 2
IRB #: 098-96-EX
TITLE OF PROTOCOL: Effects of Gender Differences on the Omaha Public Relations
Field
Dear Ms. Downie:
The IRB has reviewed your Exemption Form for the aocve-tiiled research project. 
According to the information provided, this project is exempt under 45 CFR 46:101 b. 
category 2. You are therefore authorized to begin the -esearch.
It is understood this project will be conducted in full accordance with all applicable sections  
of the IRB Guidelines. It is also understood that the IRB will be immediately notified of any 
proposed c h a n g e s  that may affect the exempt status of your research project.
Sincerely,
Ernest D. Prentice, PhD 
Vice Chairman, IRB
EDP:jlg
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Table 1
Ideal Public Relations Position
Male-% 
N= 87
Male-N
N= 87
Female-%
N=118
Female-N
N=118
Consultant 5.7% 5 5.9% 7
Director 10.3%' 9 11% 13
Editorial Assistant 0% 0 0% 0
Freelancer 1.1% 1 3.4% 4
Officer 0% 0 .8% 1
President/Executive 
Director/CEO
14 . 9% 13 6.8% 8
Supervisor 0% 0 .8% 1
Coordinator 0% 0 5.1% 1
Editor 1.1% 1 1.7% 2
Educator 1.1% 1 0% 0
General Manager 5.7% 5 . 8% 1
Manager 1.1% ' 1 1.7% 2
Photographer 2.3% 2 .8% 1
Specialist 3.4% 3 . 8% 1
Vice President 8% 7 6.8% 8
Other 2.3% 2 3.4% 4
Multiple Answer 40.2% . 35 47 . 5%. 56
No Response 2.3% 2 2.5% 3
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Table 2
Actual Public Relations Position
Male-%
N= 8 7
Male-N
N= 87
Female-%
N=118
Female-N
N=118
Consultant 4 . 6% 4 5. 9% 7
Director 16.1% 14 16.1% 19
Freelancer 1.1% 1 2.5% 3
Officer 4 . 6% 4 3.4% 4
President/Executive 19.5% 17 . 8% 1
Supervisor 0% 0 1.7% 2
Coordinator 8% - 7 6.8% 8
Editor 1.1% 1 1.7% 2
Educator 0% 0 . 8% 1
General Manager 1.1% 1 .8% 1
Manager 16.1% 14 11.9% 14
Photographer 0% 0 .8% 1
Specialist 3.4% 3 8 . 5% 10
Vice President 9.2% 8 5.9% 7
Other 5.7% 5 26.3% 31
Multiple Answer 9.2% 8 5.9% 1
No Response 0% • 0 0% 0
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Table 3
Phrase Best Describing Occupation In 'Which 
Omaha Public Relations Professionals are Employed
Male-%
N= 8 7
Male-N
N= 87
Female-%
N=118
Female-N
N=118
Community Relations 0% 0 1.7% 2
Employee Relations 2.3% 2 2.5% 3
Issues Management 0% 0 . 8% 1
Consumer Relations 0% 0 . 8% 1
Corporate Relations 0% 0 .8% 1
Financial Relations 2.3% 2 0% 0
Government
Relations
1.1% 1 0% 0
Marketing/Public 
Relations
23% 20 22. 9% 6
Media Relations 9.2% 8 5.1% 6
Publications 4.6% 4 3.4% 4
Multiple Answer 0% * 0 0% 0
No Response 2.3% 2 1.7% 2
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Table 4
Types of Organizations In Which Omaha 
Public Relations Professionals are Employed
Male-%
N- 0 7
Male-N
N- 07
Female-%
N—118
Female- 
N
N=118
Association or 
Nonprofit
9.2% 8 9.3% 11
Financial Institution 4 . 6% 4 3.4% 4
Hospital or Medical 
Center
4 . 6% 4 2.5% 3
Private Corporation 20.7% 18 20.3% 24
Self-Employed 4 . 6% 4 8.5% 10
Public Relations Firm 9.2% . 8 12.7% 15
Educational
Institution
2.3% 2 8.5% 10
Government 8% 7 2.5% 3
Public Corporation 10.3% 9 8.5% 10
Self-Owned
Corporation
13.8% 12 3.4% 4
Other 9.2% 8 20.3% 24
Multiple Answer 3.4% 3 0% 0
No Response 0% 0 0% 0
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Table 5
Number of Employees Omaha Public
Relations Professionals Work With
Male-%
N= 87
Male-N
N= 87
Female-%
N=118
Female-N
N=11.8
Less Than 20 
Employees
71.3% 62 64 . 4% 76
20 to 40 Employees 10.3% 9 11% 13
41 to 60 Employees 6.9% 6 8.5% 10
61 to 80 Employees 2.3% 2 6.8% 8
81 to 100 
Employees
2.3% 2 0% 0
101 to 120 
Employees
1.1% 1 0% 0
121 to 140 
Employees
1.1% 1 0% 0
141 to 160 
Employees
1.1% 1 0% 0
161 to 200 
Employees
0% 0 .8% 1
201 to 400 0% 0 . 8% 1
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Employees
401 to 600 
Employees
0% 0 .8% 1
601 to 1000 
Employees
0% .0 ' 1.7% 2
1001 to 2000 
Employees
1.1% 1 0% - 0
2001 to 3000 
Employees
0% 0 .8% 1
3001 to 4000 
Employees
1.1% 1 2.5% 3
4001 to 5000 
Employees
1.1% 1 0% 0
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Table 6
Number of Employees Omaha Public
Relations Professionals Supervise
Male-%
N= 87
Male-N
N= 87
Female-%
N=118
Female-N
N=118
Less Than 20 90.8% 79 98.3% 116
20 to 40 Employees 4.6% 4. . 8% 1
40 to 60 Employees 2.3% 2 . 8% 1
60 to 100 
Employees
0% 0 0% 0
100 to 120 
Employees
2.3% 2 0% 0
No Response 0% 0 0% 0
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Table 7
Title of Person to Whom Omaha Public 
Relations Professionals Directly Report
Male-%
N= 87
Male-N
N= 87
Female-%
N=118
Female-N
N=118
Director 13. 8% 12 16.1% 19
President 20.7% 18 21.2% 25
Supervisor 2.3% 2 4.2% 5
Editor 1.1% 1 .8% 1
General Manager 5.7% 5 5.9% 7
Manager 3.4% 3 11. 9% 14
Vice President 10.3% 9 11. 9% 14
Self 23% 20 9.3% 11
Other 16.1% 14 17.8% 21
Multiple Answer 1.1% 3 0% 0
No Response 2.3% 2 . 8% 1
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Table 8
Number of Years Employed in Public
Relations and/or Business Communications
Male-%
N= 8 7
Male-N
N= 87
Female-%
N=118
Female-N
N=118
Less Than 5 13.8% 12 28.8% 34
5 to 10 Years 13.8% 12 28.8% 34
10 to 15 Years 19.5% 17 20.3% 24
15 to 20 Years 23% 20 11% 13
20 to 25 Years 12 . 6% 11 10.2% 12
25 to 30 Years 6.9% 6 .8% 1
30 to 35 Years 4.6% 4 0% 0
35 to 40 Years 3.4% 3 0% 0
40 to 45 Years 2.3% 2 0% 0
No Response 0% 0 0% 0
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Table 9
College Major of Omaha Public Relations Professionals
Male-%
N= 87
Male-N
N= 8 7
Female-%
N=118
Female-N
N=118
Journalism 23% 20 33. 1% 39
Public Relations 3.4% 3 6.8% 8
Broadcasting 2.3% 2 0% 0
Marketing 5.7% 5 5.1% 6
Advertising 6.9% 6 5.1% 6
Communication 9.2% 8
r
8.5% 10
Speech
Communication
0% 0 . 8% 1
English 8% 7 3.4% 4
Other . 23% 20 11% 13
Multiple Answer 10.3% 9 16.9% 20
No Response 8% 7 9.3% 11
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Table 10
Age of Omaha Public Relations Professionals
Male=%
N= 8 7
Male-N
N= 8 7
Female-%
N=118
Female-N
N=118
30 Years or 
Younger
16.1% 14 36.4% 43
30 to 35 Years 9.2% 8 19.5% 23
35 to 40 Years 18.4% 16 14.4% 17
40 to 45 Years 16.1% 14 12.7% 15
45 to 50 Years 14 . 9% 13 11.9% 14
50 to 55 Years 12.6% 11 2.5% 3
55 to 60 Years 5.7% 5 .8% 1
60 to 65 Years 3.4% 3 1.7% 2
65 to 70 Years 1.1% 1 0% 0
70 Years or Older 2.3% 2 0% 0
No Response 0% 0 0% 0
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Table 11
Marital Status of Omaha Public Relations Professionals
Male-%
N= 8 7
Male-N
N= 87
Female-%
N=118
Female-N
N=118
Married 79.3% 69 66.9% 79
Single 19.5% 17 33.1% 39
No Response 1.1% 1 0% 0
Table 12
Number of Children Living In Household 
(Younger than 18 years)
Male-%
N= 87
Male-N
N= 8 7
Female-%
N=118
Female-N
N=118
None 57.5% 50 55.9% 66
One 11.5% 10 25.4% 30
Two 20.7% 18 15.3% 18
Three 9.2% 8 3.4% 4
Four or more 1.1% 1 0% 0
No Response 0% 0 0% 0
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Table 13
Annual Income of Omaha Public Relations Professionals
Male-%
N= 87-
Male-N
N= 87
Female-%
N=118
Female-N
N=118
Less than $7,500 
per Year
0% 0 1.7% 2
$7,500 to $14,999 
per Year
0% 0 2.5% 3
$15,000 to $24,999 
per Year
6.9% 6 9.3% 11
$25,000 to $34,999 
per Year
11.5% 10 26.3% 31
$35,000 to $49,999 
per Year
17.2% 15 23.7% 28
$50,000 to $64,999 
per Year
17.2% 15 19.5% 23
$65,000 or More 
per Year
39.1% 34 15.3% 18
No Response 8% 7 1.7%
\
2
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Table 14 
Memberships In Professional 
Business Communication Organizations 
Public Relations Society of America
Male-%
N= 8 7
Male-N
N= 8 7
Female-%
N=118
Female-N
N=118
PRSA Member 36. 8% 32 35. 6% 43
Accredited 19.5% 17 13. 6% 16
American Marketing Association
Male-% Male-N Female-% Female-N
N= 87 N= 87 N=118 N=118
AMA Member 16. 1% 14 8.5% 10
Accredited 1.1% 1 2.5% 3
International Association of Business Communicators
Male-%
N= 87
Male-N
N= 87
Female-%
N=118
Female-N
N=118
IABC Member 16.1% 14 21.2% 25
Accredited 2.3% 2 .8% 1
Omaha Federation of Advertising
Male-%
N= 87
Male-N
N= 87
Female-%
N=118
Female-N
N=118
OFA Member 47.1% 41 40.7% 48
Accredited 12 . 6% 11 11% 13
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Table 15
Men are Separated into Management 
and Women into Technical Jobs
Male-%
N= 87
Male-N
N= 8 7
Female-%
N=118
Female-N
N=118
Strongly Agree 1.1% 1 . 8% 1
Somewhat Agree 3.4% 3 10.2% 12
Undecided 29.9% 26 16.1% 19
Somewhat Disagree 29.9% 26 24.6% 29
Strongly Disagree 33.3% 29 46.6% 55
No Response 2.3% 2 1.7% 2
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Table 16
Women and Men Make the Same Sacrifices to 
Become Executives in Public Relations
Male-%
N= 8 7
Male-N
N= 87
Female-%
N=118
Female-N
N=118
Strongly Agree 18.4% 16 11. 9% 14
Somewhat Agree 27.6% 24 18. 6% 22
Undecided 11.5% 10 9.3% 11
Somewhat Disagree 29.9% 26 30. 5% 36
Strongly Disagree 10.3% 9 29.7% 35
No Response 2.3% 2 0% 0
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Table 17
Impact: of Age on Career Achievement: 
for Public Relations Professionals
Male-%
N= 87
Male-N
N= 87
Female*%
N=118
Female-N
N=118
Very Helpful 8% 7 7.6% 9
Somewhat Helpful 37. 9% 33 36.4% 43
Undecided 28 . 7% 25 23 . 7% 28
Somewhat Unhelpful 18.4% 16 28% 33
Very Unhelpful 2.3% 2 4.2% 5
No Response 4 . 6% 4 0% 0
Table 18
Impact: of Education on Career Achievement: for Public
Relations Professionals
Male-%
N= 87
Male-N
N= 8 7
Female-%
N=118
Female-N
N=118
Very Helpful 47. 1% 41 50.8% 60
Somewhat Helpful 35. 6% 31 33. 9% 40
Undecided 5.7% 5 4 . 2% 5
Somewhat Unhelpful 8% 7 6.8% 8
Very Unhelpful 0% 0 4 . 2% 5
No Response 3.4% 3 0% 0
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Table 19
Impact: of Marital Status on Career Achievement 
for Public Relations Professionals
Male-%
N= 87
Male-N
' N= 87
Female-%
N=118
Female-N
N=118
Very Helpful 6.9% 6 5.9% 7
Somewhat Helpful 10. 3% 9 11. 9% 14
Undecided 58.6% 51 62 . 7% 74
Somewhat Unhelpful 12. 6% 11 12 . 7% 15
Very Unhelpful 6.9% 6 4.2% 5
No Response 4.6% 4 2.5% 3
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Table 20
Impact: of Parenthood on Career Achievement 
for Public Relations Professionals
Male-%
N - 87
Male-N
N= 87
Female-%
N = 118
Female-N
N=118
Very Helpful 2.3% 2 . 8% 1
Somewhat Helpful 12. 6% 11 9.3% 11
Undecided 60. 9% 53 58.5% 69
Somewhat Unhelpful 11.5% 10 20.3% 24
Very Unhelpful 8% 7 5.1% 6
No Response 4 . 6% 4 5. 9% 7
Table 21
Impact of Physical Appearance on 
Career Achievement for Public Relations Professionals
Male-%
N= 87
Male-N
N= 8 7
Female-%
N=118
Female-N
N=118
Very Helpful 8% 7 16.9% 20
Somewhat Helpful 47.1% 41 61. 9% 73
Undecided 32.2% 28 13. 6% 16 1
Somewhat Unhelpful 6.9% 6 5.1% 6
Very Unhelpful 1.1% 1 2.5% 3
No Response 4.6% 4 0% 0
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Table 22
Impact: of Geographical Location on 
Career Achievement: for Public Relations Professionals
Male-%
N= 87
Male-N
N= 8 7
Female-%
N=118
Female-N
N=118
Very Helpful 12. 6% 11 12.7% 15
Somewhat Helpful 29.9% 26 33. 9% 40
Undecided 35. 6% 31 36.4% 43
Somewhat Unhelpful 17.2% 15 11% 13
Very Unhelpful 2.3% .2 5.1% 6
No Response 2.3% 2 . 8% 1
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Table 23
Difference Between Gender in Negotiating Abilities
Male-%
N- 87
Male-N
N~ 87
Female-%
N-118
Female-N
N-118
Very Similar 29. 9% 26 23.7% 28
Somewhat Similar 35. 6% 31 34 . 7% 41
Undecided 4 . 6% 4 5.1% 6
Somewhat Different 26.4% . 23 27 . 1% 32
Very Different 2.3% 2 8 . 5% 10
No Response 1.1% 1 . 8% 1
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Table 24
Difference Between Gender in Expressing Emotion
Male-%
N= 87
Male-N
N= 87
Female-%
N=118
Female-N
N=118
Very Similar 5.7% 5 .8% 1
Somewhat Similar 29.9% 26 9.3% 11
Undecided 13.8% 12 16. 1% 19
Somewhat Different 36.8% 32 58.5% 69
Very Different 12.6% 11 15. 3% 18
No Response 1.1% 1 0% 0
13 6
Table 25
Difference Between Gender In Ability to "Play" Politics
Male-%
N- 07
Male-N
N= 87
Female-%
N=118
Female-N
N=118
Very Similar 26.4% 23 15.3% 18
Somewhat Similar 29.9% 26 28.8% 34
Undecided 17.2% 15 7.6% 9
Somewhat Different 20.7% 18 40.7% 48
Very Different 3.4% 3 7 . 6% 9
No Response 2.3% 2 0% 0
Table 26
Difference Between Gender In Networking with the "Good Old Boys"
Male-%
N= 87
Male-N
N= 8 7
Female-%
N=118
Female-N
N=118
Very Similar 10.3% 9 3.4% 4
Somewhat Similar 21.8% 19 11. 9% 14
Undecided 16.1% 14 11.9% 14
Somewhat Different 41.4% 36 41.5% 49
Very Different' 9.2% 8 31.4% 37
No Response 1.1% 1 0% 0
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Table 27
Difference in Ability Between Gender 
in "Getting Things Done"
Male-%
N= 8 7
Male-N
N= 87
Female-%
N=118
Female-N
N=118
Very Similar 54% 47 51.7% 61
Somewhat Similar 34.5% 30 28.8% 34
Undecided 4.6% 4 6.8% 8
Somewhat Different 4.6% 4 5.9% 7
Very Different 0% 0 6.8% 8
No Response 2.3% 2 0% 0
